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gs vs - rates ? 



Say. . . whatever happened to 



>gramming? 



Somehow, among the logarithms and sliderule wizardry . . under 
the mountain of rate cards, telescoping discounts and incompatible 
ratings — a fundamental about radio often gets lost. Listeners tune 
in because they like a station's programs — and like 'em loud and 
clear. In such a climate, advertising is more attentively received . . 
sales results more likely. 

This uncomplicated psychology is one of several things that cre- 
ated the Quality Radio Group — a league of 36 prestige radio stations, 
each long-established, regionally dominant. Their power, commu- 
nity standing, and awareness of quality programming — these are 
vast assets to advertisers using the Quality Radio Group. 

For the first time you can have nationwide coverage, reaching 90% 
of all U. S. radio homes, with only 36 prime stations. You get ad- 
vantages of distinctive nighttime programming, choice of best local 
times, deep penetration of "outside" areas with minimum duplica- 
tion of audience. Yet your cost (including program and top talent) 
is less than for any other group of radio or TV stations — or any 
national magazine— with a comparable amount of coverage, audi- 
ence, or acceptance. 

Interested? Then get yourself the facts from us right away! 



lity radio group 



designed for maximum coverage with 
minimum duplication — at lotcest cost 

509 Madison Avenue, New York 22-PLaza 1-0116 
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1 lest: early April 
sales up 37 (Fc over 
same period in 19S4 




THE PULSE 



HITS THE HAIL OH THE HEAD! 




1. 

2. 



90.9% of Baltimore families listen to radio 
during an average week. 

71.2% of the Baltimore homes are reached 
by radio on an average day. 



These are the big facts proved by Pulse s new "CPA** (Cumu- 
lative Pulse Audienee) survey. 

And here's what another authority proves about \V-1-T-1I: 
Fop Nielsen ratings go to W-l-T-H, too. Combined with low, 
low rates, W-I-T-IT delivers more listeners-per-dollar than 
any other radio or TV station in Baltimore. It s the big bar- 
gain buy! Cet the whole story from your Forjoe man. 



IN BALTIMORE 




Tom Tinsley, President • R. C. Embry, Vice-president • Represented by Forjoe & Co. 




Is guaranteed tv 
circulation due? 



Electronicam 
benefits seen 



RCA spurs 
color era 



New CBS am head 
bullish on radio 



Lucky money 
to spot radio 



Guaranteed circulation for tv, which has been discussed by admen as 
possible outgrowth of magazine plan, won't come until there's agree- 
ment on tv measurement. That's consensus among panel of 6 who discuss 
guaranteed circulation in SPONSOR'S forum feature this issue (page 
60). Said Arthur S. Pardoll, director of Broadcast Media, Foote, 
Cone & Belding, New York: "With so many rating services available to- 
day, it would be difficult to establish one which would be acceptable 
in most cases." Max Ule, K&E v. p. and research director, pointed to 
fact size of audience is not only advertising criterion. He said 
guarantee would not take into account audience compo s ition, response. 

-SR- 

First benefits to advertisers of Du Mont's new video-film camera 
(Electronicam) are seen as speed and economy in making of tv film 
commercials. Erwin, Wasey used new camera in telecasting Admiral 
commercials live on "Life Is Worth Living" 26 April, is now shipping 
films of commercials to dealers. Walter Craig, radio-tv head at 
Weintraub, which is testing Du Mont system this week, said he was 
especially interested in camera because he understands commercial can 
be made in as few as 5 days. 

-SR- 

RCA determination to fight for f ast coming of color tv era evidenced 
on 2 fronts: 1. NBC TV announcement to affiliates that objective for 
summer and fall is 4 hours weekly of color programing. 2. Reduction 
in price of RCA 21-inch color tube which was expected at presstime. 
RCA now has 30,000 monthly tube capacity at Lancaster, Pa., plant. 
That's enough tubes for 360,000 sets annually. 

-SR- 

New CBS Radio president, Arthur Hull Hayes, is one of few top indus- 
try executives who've never had tv responsibilities. He's bullish on 
radio, told SPONSOR shortly after sudden takeover of new post he's 
confident of network radio's future potential. Observers within CBS 
pointed to Hayes' background in developing programs and talent as 
presaging new program developments . Said one: "Hayes built the 
original Godfrey and Jack Sterling shows when he was general manager of 
WCBS, New York. You can look to him for creative programing ideas." 

-SR- 

More Lucky Strike money will go to spot radio as result of dropping 
of Jack Benny on CBS Radio. Plans are for additional sponsorship of 
local news shows. Lucky now sponsors such shows on 29 am outlets. 
Bigger announcement schedule is also possible along with "slightly 
more emphasis" on print media, according to American Tobacco spokes- 
man. Firm has also dropped "American Tobacco Theatre" sponsored 
alternate weeks on NBC TV. Another sponsor had option on Jack Benny 
radio show at presstime. 
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Metro inching 
into tv films? 



Race to sell tv 
films due 



Tv links P&C 
with 5 agencies 



C&C firm is both 
tv buyer, seller 



Specialized shows 
accelerating 



Only major Hollywood studio that does not have tv film subsidiary 
(like Columbia's Screen Gems), or program {like Paramount 's §100,- 
000-per-show deal with Colgate), or show of its own like Disney's 
"Disneyland"), or publicity deal ("Lux Video Theatre," etc.) is Metro- 
Goldwyn-May er. But even mighty Metro has been checking which route 
it'll use to make a tv splash via t elevision "task force" reporting 
to studio production chief Dore Schary. You can expect immediate 
efforts by networks and or major clients to develop programing 
liaison with MGM. 

-SR- 

Syndicators, who pioneered in tv films when majors were afraid to 
offend exhibitors, are determined to maintain their head start in 
selling to tv stations and agencies. With most majors becoming active 
in tv filming, syndicators expect to start competing directly with 
film giants in about 5 yea rs when it's tim e to start selling reruns . 
Race may start sooner if several majors start producing directly for 
local syndication. One immediate effect: film firms will be bidding 
lavishly for services of top sales personnel. Admen will benefit 
through greater selection of top product. 

-SR- 

Procter & Gamble now employs miniature tv network to review commer- 
cials. Each Friday afternoon company execs gather in Cincinnati 
monitoring room to watch and discuss agency productions being fed to 
screen directly from NBC in New York. All 5 P&G agencies in New York 
participate. Arrangement saves time and travel for company and 
agencies, and line is less costly than plane and train fares in long 
run. SPONSOR reporter home from Cincinnati after exhaustive inter- 
views with P&G executives is impressed with company's outst anding com- 
munications setup with agencies. (Story of Procter & Gamble, No. 1 
U.S. air advertiser, will appear in SPONSOR next issue.) 

-SR- 

Deal between Walter Mack's C&C soft drink firm and Matty Fox's West- 
ern Television Corp. for tv rights to some 700 features puts C&C in 
odd position of being both tv seller and tv client. As subsidiary of 
C&C Western will continue film sales via Guild Films, its sales agent, 
Mack told SPONSOR. But deal also involves nearly $10 million in 
local tv announcement slots (part of station barter arrangement for 
films). C&C will have first crack at using these time periods in 
C&C-owned films, may resell time to other non-competing clients. 
Sterling Drug, which owns film series "Mark Saber," has similar ar- 
rangement with stations, but not on such large scale. 

-SR- 

Trend to specialised programing at local level, both radio and tv, 
continues to a ccelera te . Pattern is detailed in 1955 "Buyers' 
Guide," published by Sponsor Services Inc. after 6-month survey of 
U.S. and Canada. "Guide" will be in mails this month. These are 
some of findings: Percentage of stations carrying radio d.j. shows 
hns increased from 88 to 92%. Other radio gains: concert , music , farm 
radio, religious programing. In tv, percentage of outlets programing 
local newsreels, kid shows, farm reports, sports news have jumped. 
Segment airing feature films is same, but shows run later. (For 
highlights from "Buyers' Guide" see article page 36.) 
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TO REACH THE HEART OF PHILADELPHIA 

READ ITS "PULSE" 

Latest survey reveals total rating increase 
of 25.9 for WPEJS over this time last year 

When it comes to the Philadelphia Market — Pulse 
makes it easy for time buyers. 

Compare January and February 1955 with the same 
time last year. 

Of 72 quarter hours — from 6 a.m. to midnight, 
Monday through Friday — WPEN shows an increase in 68, 
remains even in 4, In other words, a rating increase in 
94.4 percent of this total time. 

...and WPEN increased its SHARE OF AUDIENCE for 
the same period, more than any other Philadelphia station. 

NOW WPEN IS A BETTER BUY — DELIVERING MORE 
LISTENERS, MORE OFTEN THAN EVER BEFORE. 



THE STATION OF PERSONALITIES 



WPEN 



950 on your dial 



Represented nationally by Gill-Perna, Inc. • New York — Chicago — San Francisco — Los Angeles 
2 MAY 1955 3 
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advertisers use 



ARTICLES 



DEPARTMENTS 



"Mlii/ I'm through with bit) tv shtuvs" 

Hazel Bishop's Raymond Spector says he's sold best with shows which have 
intimacy, provide opportunity tc "harmonize" commercials. Views of admen 
who differ with Spector on spectaculars and magazine plan appear on page 33 *{ / 

pot radio helps build on airline 

North American Airlines schedule heavy spot radio campaigns to produce high 

sales volume, will spend $500,000 this year on sa+uration drives in 10 markets ,*{.| 

Local proyratniny l re ml: more special ization 

This is the picture of local-level radio and tv unfolded after six months of 

research on "Buyers' Guide," to be published by Soonsor Services, Inc. ,'Jfjf 

7.>*'« air budyet jumps Savarin io \o. 2 in X.Y. 

Steady use of air media for 10 years moved Savarin from ninth to Second in 
sales in tough New York market. Company has I.D.'s slotted between top- 
rated net shows plus exceptionally highly-rated 15-minute news show 



TIMEBUYERS 6 

AGENCY AD LIBS 10 

40 E. 49TH 12 

NEW & RENEW 19 

MR. SPONSOR, Robert Young 26 

SPONSOR BACKSTAGE . 28 

TOP 20 FILM SHOWS 48 

RADIO RESULTS 52 

P. S. 54 

AGENCY PROFILE, Alfred Hallender 58 

SPONSOR ASKS 60 

TV COMPARAGRAPH 67 

ROUND-UP 78 

NEW TV STATIONS 81 

NEWSMAKERS 98 

SPONSOR SPEAKS 104 



Saturation: how much spot radio do yon n**t*:l? 

Top radio experts give their views of exactly what a saturation radio drive is, 
how many announcements a week you II need, how much it's likely to cost you 

8100.000 talent hlucklistiny probe 

Fund for the Republic is interviewing admen to shed light on political criteria 
used in hiring talent. Article tells how admen view probe 

Hlow-by-blow story of a tv test 

Sales rose 370'! during first half of April as compared to identical period 
last year without tv. B&M beans and brown bread continue stronO sellers 

flu' machine thai buys time, a satire 

SRA's Tom Flanagan writes about the machine which would replace time- 
buyers. Only way it would differ from humans: yoj can't take it to lunch 



C 0 M I N C 



Tli*' Procter «V Gamble story 

A SPONSOR reporter has conducted exhaustive interviews with P&G admen in 
Cincinnati. For the report on P&G's air operations see article next issue 

|»i'<*. V/llf'ITC Con rnilioii section 

On the eve of NARTB's 33rd Convention SPONSOR will report siqnificance 
of issue's facirg broadcast industry this year. Section will include list of 
NARTB exhibitors, report on film sales plans at Convention 
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For Texas Consumer Response 



Here is a typical example of the response and interest 
your products and services are receiving every day in 
the Gulf Coast Area on KGUL-TV. Below is a consumer 
response map showing the origin of more than 
Range Rider Club membership requests. 
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GULF TELEVISION 
COMPANY- GALVESTON 



FOR THE GULF COAST AREA 




REPRESENTED NATIONALLY BY CBS TELEVISION SPOT SALES 




KBiG RADIO IS THE 'STURDY" 
FOUNDATION OF "STURDY" SALES 

In 1 ( ).~>1 the Sturdy Dog Food Company 
of Burbank. California changed from 
multiple media to the one medium 
which matched it? Southern California- 
wide distribution- 11ADIO. Through 
the Mogge-I'rivett Agent-), the Sturdy 
Co. selected a mid-morniug KBIG News 
Broadcast by Alan Usser, the Catalina 
Station's Program Director and award 
winning newscaster, as their Advertis- 
ing I'Oundation. This gave blanket 
coverage at low cost which was sup- 
plemented by spot announcement cam- 
paigns. 

One year later Craig Sandford, Sturdy 
President, writes KBIG: "We showed a 
lTV/'o g^'i in sales for the year. The 
last six months and the first two months 
of this year show a 22 increase. 
Our KBIG newscast was the only adver- 
tising we ran consistently throughout 
1954." 

Sturdy contract renewal on KBIG for 
1 953 i> the most eloquent testimonial 
possible. W hether its dog food or 
cement, men's clothes or groceries, 
floor wax or real estate. \ our KBIG ac- 
count executive or Bobert Meeker man 
can show von case histories w hich mav 
be helpful in your Southern California 
advci ti>ing problems. 




The Calalina Station 
10,000 Watts 

ON YOUR 
DIAL 



JOHN POOLE BROADCASTING CO. 

6540 Sunset Blvd., Hollywood 28, Colifornio 
Telephone: Hollywood 3-3205 

Not. Rep. Robert Meeker & Assoc. Inc. 
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l,asliv IS. Sierno. radio director, Smith, Taylor 
& Jenkins Advertising, Pittsburgh, says, 
"Spot radio becomes extremely important when one 
realizes that television ratings are subject to 
violent fluctuations. A current radio survey for this 
city shows that radio's daytime audience remoins 
fairly consistent. During the 8:00 a.m. to noon 
period rodio's sets-in-use i-aries only slightly 
jrom 21.4 to 25.0, but during this time period 
tv's sets-in-use goes front 11.8 ot 8:00 a.m. to 2.7 at 
9:30: from 17.7 ot 10:45 a.m. to 5.1 at 11:15 a.m. 
Further evidence of tv's spotty ratings is a recent 
ARB survey. In San Francisco, a four-station 
market, a certain network program had a 38.2, but 
in Detroit, also a four-station market, this same 
program on the same night had only a 12.1." 



Muvii' C'f'ft'lil mi, Donahue & Coe, New York, 
hos one prejudice in radio: "music at night. It's 
a buy thot's too often overlooked, even though it 
provides a mixed adult audience, often at the lowest 
cost-per- 1 ,000. This is the time when radio hos no 
competition from television. The rates during the 
post-midnight hours are generally reosonahlc on all 
stations, he they independents or network affiliates. 
And, while there are no ratings to prove the point, 
we've often had proof of the value of this period 
from the mail pull our commercials have drawn. 
A surprising number of people work from t:00 p.m. 
till midnight, not to mention those, particularly in 
metropolitan areas, wlio're up ot that time. It's 
a good bur when combined with other times." 



Audit ft Itvndvr, Huber lloge & Sons, New 
York, sees television following radio's example on yet 
another score. "I've noticed a trend in television far 
bigger saturations over the past year," Judy told 
sponsor. "Tv seems to be following radio's example 
in its rote structure. For example, when I look 
through Standard Kale and Data today, I see many 
more frei/uency discounts being offered by stations 
than, say, last year. These frequency discounts 
in short-run campaigns moke it possible for adver- 
tisers to get the added benefit of frei/uency impact 
that's so important when you don't have time to 
build on audience. Part of the reason jar this 
trend in television is the rapid increase in numbers 
of stations plus the challenge of radio." 
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MT. WASHINGTON TV 




That's what you'll say after you've bought 
time on "the mountain". With Mt. Wash- 
ington TV you can get coverage of most of 
Maine, New Hampshire and Vermont at 
about half the cost of any other three TV 
stations in the area combined. 



Yes, and it's no secret that Mt. Washing- 
ton TV is the best "buy" in northern New 
England! Over 80 national advertisers, a- 
mong them the sponsors of You Are There, 
Rin-Tin-Tin and I've Got a Secret have 
jumped on the band wagon already. 



c WMTW 
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Platinum Anniversary 
money -yielding features 




THE. GRANT). AND RICE STORY-from The Tumult and The 
Shouting , . . 1 5 minute, once a week broadcast with 
fdmous spbrtscaster Jimmy Powers and big name "sports* 
world" guests such as Bobby Jones, Walter Hagen, Ty 
Cobb and Gene Tunney. Fully recorded. 



DO-IT-YOURSELF... Cash in on your local share of the 
6 billion dollar do-it-yourself business with this new The- 
saurus "Do-if-Yourself 15 minute show. Three times per 
week; 



TMKS. ® 




RECORDED PROGRAM SERVICES 



RADIO CORPORATION OF AMERICA 



RCA VICTOR RECORD DIVISION 




THE FRANK LUTHER FUN SHOW . . . Frank 
Luther, nationally popular entertainer, brings 
enjoyment to children from 6 to 96 . . . fully 
recorded with songs— many created specially 
for this show, plus jokes, limericks, "mail- 
pulling" ideas and guest stars. 



GREAT DAYS WE HONOR ... 15 minute, 
fully recorded show for 39 important holi- 
days during the year. 10 Catholic holidays, 
1 0 Jewish, 1 0 Protestant and 9 Patriotic holi- 
days. Ideal for institutional type advertisers. 
Ray Middleton, Henry Hull, other well known 
personalities. 



It's our Platinum Anniversary . . . we're 20 years old, 

and to celebrate we're, adding 8 new sponsor-selling, platinum-studded 

features to our service. 

For the past 20 years our Library Service has been growing bigger, better; 
and more profitable for our subscribers. The broad range of 25 different 
shows, complete continuity service, sponsor-selling recorded sell-effects, 
voice tracks, sales clinching brochures, new big local time selling 
merchandising plan, other selling aids, and 52 new releases each and every 
month ... all this gives RCA Thesaurus subscribers the most profitable 
program service in the industry. For example, due to tremendous success 
of two of our shows, we are increasing the popular Freddy Martin 
and Sammy Kaye programs from 3 broadcasts a week to 5. 
Stake your claim to the lion's share' of your local advertisers' dollars 
by using the one Library Service that's king of them all! Write, wire or 
call, today your nearest Recorded Program Services office. 



SHOP AT THE STORE WITH THE MIKE ON 
THE DOOR ... a great new local radio time 
selling merchandising plan. Builds sales and 
listeners. 




WEEKEND SHOPPERS' SPECIAL. . .This new 
show was designed to give stations a pro- 
gram with strong appeal to sponsors Who 
want to sell to weekend shoppers. Ideal for 
participations. Once a week, 30 minutes. 




PRESENTING THE STATESMEN QUARTET . . . 
A popular, talented group brings favorite gos- 
pel type singing to your listeners. Vi hour, 
once a week. 



CONCERT ON THE MALL « . . This rich, lush 
sounding band plays everything . . . from 
"South Pacific," medleys and traditional 
marches to symphonic and popular types of 
music. Vi hour, once a week. 



630 Fifth Avenue, New York 20, N. Y.~ JUdson 2-501.1 522 Forsyth Building, Atlanta 3, Ga.- LAmar 7703 

101 6 N. Sycamore Ave., Hollywood 38, Cal.-HOIIywood 4-5171 445 N. Lake Shore Drive, Chicago 11, III.- WHitehall 4-3530 

1907 McKinney Avenue, Dallas 1, Tex.— Riverside 1371 





Coming 
into full 
bloom! 

Sometime during May, the 
talks living in the captive 
market at Wenatchee, 
Washington, will witness 
the annual blooming af 
the apple trees. These 
blas:ams will result in a 
multi-million dollar crap 
far Wenatchee, making it 
the "Apple Capital af the 
World." 

This apple crap helps 
give the Wenatchee area a 
per capita income 16% 
above the national aver- 
age, and a sales perform- 
ance figure 160% above 
the national average . . . 
IN A MARKET NON- 
PENETRABLE by other sta- 
tions because af the sur- 
rounding curtain af 7,000 
ta 9,000 faat mountains. 
YOUR SALES RESULTS 
WILL BLOSSOM, TOO 
. . . WHEN YOU BUY 
STATION KPQ 





560 K.C. 
WENATCHEE 

WASHINGTON 



REGIONAL REPRESENTATIVES 

Maarc and Lund, Seattle, Wash. 

NATIONAL REPRESENTATIVES 

Far/ae and Co., Incorporated 




by Bob Foreman 
Lew's dream media salesman 

A bunch of the hoys were whooping it up in a Madison Ave. 
saloon and there with the rest was a gent named Lew who had 
been in the media end of the ad business since the days when 
agencies contracted for space as cheaply as possible and 
brokered it out to advertisers for whatever they could get. 
Lew was a media man who'd been in both print and time 
buying and now was buying tv programs as well. So he was 
on familiar ground when he started to talk about the varied 
sales approaches he'd been exposed to and the myriad per- 
sonalities who had made the pitches. 

This is a rather commonplace tour de force for folks on 
the agency side of the fence and might lead you to suppose 
Lew was sitting there, in his great wisdom, tearing down those 
folks who must face up to the terrifying proposition of pre- 
senting their wares to that flip, glib, cocky group which buys 
what-have-you in an agency. 

Far from it. Upon even the slightest amount of reflection, 
even the dullest or most hardened among us was aware that 
he. too, is a salesman, whether it be of ideas, film, time spots 
or merely himself. Thus, let me assure yon, Lew was in a 
sympathetic frame of mind when he started to paint a por- 
trait of his favorite salesman. 

Lew's top boy ealls for an appointment rather that appear 

(Please turn to page 64) 



How the dream media salesman operates: 

1. lie makes an appointment and arrives on time for it or 
even a little early, \ever pops in unannounced. 

2. lie keeps his sales pitch, short and relevant, lie speaks 
from the buyer's point of view as much as possible. 

It. lie never reads the presentation verbatim, but gives the 
prospect credit for a brain of his own and let's him read it. 

I. lie presents his point of vieir without knocking others oi 
bullying the prospective buyer with, any kind of threat. 
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Rx for 

%enophobiCL * 

fear of strangers 



NUMBER 

1 

STATION 



i . . all day .- v . every day ... in 
Jackson Mississippi . . •? has 58.3% 
of TOTAL audience . . . 79.6% 
of NEGRO audience ... (7 day 
av) *Merch O'Connor Survey. • 



NUMBER 

1 

MARKET 



. . . Jackson . . . Mississippi's 
ONLY MAJOR MARKET ... 45 
per cent NEGRO • • • higher than 
any U. S. city . . . one of the 
NEW South's fattest growing cities 



NUMBER 

1 

STATE 



, . . in the United States in per- 
centage of NEGRO populetion . . . 
Mississippi , . . 45.3 per cent 
NEGRO, only ONE Negro Station 
to sarv# this vest audience 




1000 watts » Jackson 

SVlcGillvra 




sponsor invites letters to the editor. 
Address 40 E. 49 St., Xew York 17. 

RATINGS 

J I s Irulv amazing t hat sponsors can 
he so badly fooled l>y the so-called 
program ratings which appear to re- 
flect audience attitude. 

As a matter of fact, these "ratings " 
do not indicate audience preference or 
acceptance at all! They are n measure 
(in varying degrees of accuracy) of 
audience toleration. 

One of these days, sponsors are qo- 
ing to start thinking in terms of pro- 
gram evaluation a measure of audi- 
ence acceptability of production val- 
ue;-. \\ hen that happens, the present 
eating systems will he heading down 
memory lane 

Fkepeuick J. Kirch 
Tv-Radio Consultant 
IlichnnUr, N. Y. 



B & M TEST 

JuM recently I have opened offices 
in the new Siiiims Building. Our agen- 
cy will he specializing in television and 
radio. 

I enjoy the many fine articles and 
features of sponsor and am deeply in- 
terested in the 13 & M test which \ on 
are earn ing. One of my clients is con- 
templating a ven similar t\ campaign, 
so we are more than interested in the 
results of this campaign. 

Ill (.11 RlKKK 

Hugh Hiker Advertising 

Albuquerque, V. ,1/. 

• Tin- 11 & M 26-w<<k Iv KM referred 1<» 

li> remler Hiker v.111 lie reported in rvpry ieshr 
Hill 1 1 ll" eoniiilet iim in Jnlv. 

ON RATE-CUTTING 

Let's all cut rates and go broke. 
According to most of the quotes from 
agencies and representatives all sta- 
tions should cut their rales, offer 
package rates (rate cutting), and 
special cash discounts. This unfair 
"pressssiire* 1 is heing exerted on all 
radio stations large and small. 

It seems lo me that radio with just 
half the present audience is still an 
unequaled buy. And as to the two- 
percent cash discount: since when has 
{Please turn to page 17) 




regional advertisers are now aware of' 
her typically American buying habits 
and are using Spanish-language radio 
to reach her. 



Among the advertisers using the 
Texas Spanish Language Network are 
Best Voods, Carnation. Cocomall, Gen- 
eral Mills, General foods, Maine 
Sardine's and others. 

For further information contact > our 
nearest National Time Sates office. 



TEXAS SPANISH 
LANGUAGE NETWORK 

KIWW XE0-XE0R XEJ 

San Antonio Rio Grande El Paso 
Valley 

Represented nationally by 

NATIONAL TIMES SALES 

New York • Chicago 

HARLAN G. OAKES & ASSOC. 

Los Angeles • San Francisco 



SPONSOR 



GM 



DIESEL 
EQUIPMENT 
DIVISION 



Made in Michigan 

• ..to move the world 



Family car — locomotive — jet plane ... all rely on important 
precision parts created by the nu n and women who work at Grand 
Rapids' General Motors Diesel Equipment Division: Find nozzles 
for jet planes, unit fuel injectors for diesel engines, hydraulic 
valve lifters for GM cars. These products, and many others, are 
manufactured thousand-up'on-thousand to keep a multitude of en- 
gines operating smoothly and surely ... on land ... on sea 
... in the air. 





Boring the inside diameter of the hydraulic valve 
ifter body in preparation for a honing operation. 



Operator inserts clip by macn'ne which will hold 
hydraulic valve lifter assembly together as a unit. 



WOODland-TV is big territory ! 



GM's gigantic pace of progress in the precision 
parts industry is a stimulant to the Western 
Michigan area. Continuing growth and prog- 
ress are prominent characteristics of the many 
successful industries which flourish in WOOD- 
land-TV. And big-time production throughout 
the area makes this a big-time market . . . 
always on the go to even greater capacity and 
achievements. 

WOOD-TV's program of expansion is right in 



step with the thriving market it serves so well. 
First station in the country to deliver 316,000 
watts from a tower 1000' above average terrain, 
WOOD-TV gives you the primary trading center 
of Grand Rapids, plus important communities 
like Muskegon . . . Battle Creek . . . Lansing . . . 
and Kalamazoo. For top coverage of this rich, 
growing Western Michigan market, schedule 
WOOD-TV . . . Grand Rapids' only television 
station! 



WOOD-TV 




GRAND RAPIDS, MICHIGAN 

GRANDWOOD BROADCASTING COMPANY . NBC. BASIC: ABC, CBS. DuMONT, SUPPLEMENTARY . ASSOCIATED WITH WFBM-AM AND 
TV. INDIANAPOLIS. IND. . WFDF, FLINT. M.CH.. WEOA. EVANSV.LLE. .NO. • WOOD-AM. WOOD-TV Rt PRESCNTtD BY KA-TZ AGENCY 
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Famous on the 






tit the nation. 



Although known from coast to coast, the Statue of Liberty's 
inspiration is greatest at home. 



Storer* Stations, too, have achieved national recognition. But it is thefr 
impact upon the local audience that brought truth to the phrase, 
"for sale^ success — sell it on a Storer Station." 

"A Storer Station is a Local Station." 



» STORER BROADCASTING COMPANY 



NATIONAL SALES HEADQUARTERS: 
TOM MARKER, VP., National Sales Director • 118 E. 57th St., New York 22, ELdorado 5-7690 

BOB WOOD, Midwest- National Sales Mgr. • 230 N. Michigan Ave., Chicago 1, FRanklln 2-4498 
GAYLE V.-GRUBB, V.P.,Pac. Coast Nat'l Sales Mgi>* 111 Sutter Bldg., San Francisco 4, Calif. WEst 1-2093 




FROM THE 




IN LANSING, MICHIGAN 





EOR A TOUR Of OUR NEW HOME 



i-3 



PI" 



J 



I I 1 1 T f L 00 1 




Fronkly we're bubbling over 
with pride here ot the 
Country House .... a pride 
we'd like to shore with 
you, the members of 
our industry. Since the 
official opening on 
October 31st, thirty-five 
thousond people have 
visited our new home. 
If we were to condense 
the collective reaction 
into one word, it would 
be "fabulous !" Having 
been in the advertising 
business for 20 years, 
we're a bit cautious 
about the word fabulous... 
but we do think that 
our new Country House, 
with its flowing ranch 
type exterior and graceful 
French Provincial interior, 
rates as one of the nation's 
finest plants. Certainly 
it has no peer far styling, 
comfort, convenience and 
utilization. We'd like yau 
to see it. If your travels 
this year bring yau within 
shouting distance of 
Central Michigan, give 
us a call. We can 
promise you a personal 
tour and the most 
grocious hospitality. 



WJIM TV 

Cov&iaQe> ikat CoudA ! 



B C CBS 



ABC 



• tie Im- it.J» C 
C.M..1 

<.-».«( 



[ 7 VM* Cv»* 



• I o n i i n 9 

• Flint 

& Battle Creek 

• Jockion 

• Grand Rapid* 



^3* 
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SPONSOR 



4 




Maury Farrell 

Star of 

"Time to Rise" 
6:45 to 9:30 AM 



Stars (Sell on 
Alabama's 

greatest RADIO station 




Birmingham 



Maury Farrell is liked by Birming- 
ham people, and they always respond 
when he speaks. "Time to Rise" 
gets Birmingham awake, out of bed, 
to breakfast, and to work. It's 
loaded with cheerful music, news, 
weather and time signals. It's the 
local program Birmingham people 
listen to most. It doesn't quite 
double the second station in audi- 
ence, as a rule, but it comes awfully 
close. 

You can SELL 

Your Products 
to Alabama folks 

If you TELL 

them on programs 
they enjoy hearing 

Represented by 

John Blair & Co 

Southeastern Representative: 

Harry Cummings 



40 E. 49TH 

I Continued from page 12) 

radio buying been anything but a 
cash business? I am sure that should 
the agencies agree to lower their com- 
mission by two percent that all sta- 
tions would give a like discount. The 
whole picture is verv pecidiar when tv 
and newsprint raise and raise their 
rates time and again while we in radio 
are asked to cut our very modest rate 
structure. 

We are not cut-rate specialists even 
though some stations led the media in- 
dustry to believe we are. If any ad- 
justments are to be made they should 
be up — -not down. 

Monty Monckieff 
Sales Manager 
Radio Station WKAS 
Kankakee, III. 



ALL-MEDIA STUDY 

1 would appreciate a copy of ) our 
publication entitled "All-Media Eval- 
uation Study." 

As research director of this agency 
and a professor of advertising at the 
I niversity of Georgia, I would like to 
sav that I consider your study and re- 
port probably the finest ever made and 
written on the subject of media evalua- 
tion. 

Robert E. Sciiaeeek 
Research Director 
Tucker Wayne & Co. 
Atlanta, Ga. 

m Gopics u{ ll\e ** \11-M«'<lia Evaluation Sttulv" 
arc available at S-l.OO oarlt. 

U. S. STEEL 

I have just received, with consid- 
erable interest, the excellent story on 
our United States Steel Hour appear- 
ing in your 4 April issue. 

The author. Herman Land, deserves 
a tribute for the manner in which he 
has aligned the facts which. I'm sure 
vou'll agree, could have been quite 
complex. 

Please accept our thanks and appre- 
ciation. 

J. Carlisle MacDo.nalo 
Asst. to the Chairman 
V. S. Steel Corp. 
Xeic York 




REPRINTS 

May we have your permission to re- 
print items from your bi-weekly pub- 
I Please turn to page 97 t 



Let's Splice the 
Main Brace* 



If ever a toast was in order— now's 
the time, because as usual WTRF-TV 
shows a sweeping majority of viewers 
by all accepted standards of measure- 
ment. Whether you're a Pulse, Hooper 
or ARB man you'll find proof that 
WTRF-TV is the big favorite in the 
Wheeling-Steubenville market. 




-\ i 



Latest Hooper shows "This 
Is Your Life"-48; Dinah 
Shore-43; Tennessee Ernie- 
23; Pinky Lee-32; George 
Goebel-52! 



Results of the March ARB 
Survey were fabulous— and 
Hollingbery has the full 
story. 



The latest Telepulse ratings 
are now in— and again 
WTRF-TV scores a clean 
sweep! 



No matter how you look at it (and 
apparently most everyone in the 
Wheeling-Steubenville market is 
looking at it) WTRF-TV is the tele- 
vision station to carry your message 
to the 304,778 television homes in 
this rich, important 2 billion dollar 
market. For availabilities call Holling- 
bery or Bob Ferguson, VP & General 
Manager, Wheeling 1177. 



*Sailar Talk — "Jo take a drink" — 
»tp»cially otter an important victory. 




316,000 
watts 



WHEELING, W. VA. 

Equipped for network color 



2 MAY 1955 



I? 



'/'here's unanimity in Kansas City: 
No matter how you count the audience 
the no. I station is 



HERE IS THE WHB 
LEADERSHIP LINE-UP: 

FIRST PLACE — HOOPER 

A \ crnfje sliaiv of audicm-c, 7 11.111, li p.m. 
Mon. Sat., .Inn. Feb., 1 ;•"»."> 

FIRST PLACE — TRENDEX 



AvoraK*' slant' of aailicncc 
Mini. Kii., .Inn. l-'ch.. 

FIRST PLACE — PULSE 



s a.m. <> pan. 



Avi'Ti Rt' share of aiiilieni-r, (i a.m. <> ]>.ni. 
Mom. Sat.. .Ian. Frh.. I'.to.") 





10,000 WATTS, 710 KC 

This is what .M id-( "out incut pro»Tammino, idea* 
and excitement have achieved for WHB! All 
three national surveys PI' LSI']. IIOni'KK, 
TIJIOXDKX oive Will! the lop daytime spot 
with averages as 1 1 i t u h as 4<\!)' f ' (Hooper). So no 
matter which rations yon buy by. your best Kan- 
sas Cily buy is Willi Talk to the man from Blair 
or \\ IIP, Ceneral M a iiii»er, George W. Armstrong, 



CONTINENT BROADCASTING COMPANY 

President: Todd Storz KOWH, Omaha WTIX, New Orleans WHB, Kansas City 

Represented by Represented by Represented by 

H-R, Reps, Inc. Adam J. Young, Jr. John Blair & Co. 
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SPONSOR 



IS'ew and renew 




MAY 1955 



1. New on Radio Networks 



SPONSOR 




AGENCY 


STATIONS 


Rail Rrnc Munrip InH 

Vail Ui U3 t IVIUIfwIv. IIIU 

Bauer & Black, Chi 




Applogsts Adv, Muncic 
Ind 

Leo Burnett, Chi 


ABC 

CBS 206 


Boyd A. Peterson (Oldsmobile 
LA 

BuTay Prods, LA 


dealer) , 


Robin, Lee & Arnold. LA 
Dan Miner, LA 


KNX-CPRN 
CPN 21 


Chevrolet Dealers 




Campbell-Ewald, Det 


CBS 


Chevrolet Motor Div. CM, Det 




Campbell-Ewald, Det 


KABC-ABC 350 


Corn Prods, NY 




C. L. Miller, NY 


CBS 74 


D-Con, Chi (insecticides) 




Leeds & York. Chi 


NBC full net 


"42" Products, LA 




Adcoa, LA 


KABC-ABC 33 


Gillette Safety Razor, Boston 




Maxon, Chi 


CBS 206 


Hamm Brewing, St. Paul 




Campbell-Mithun, Mnnpls 


CBS 


Harrison Prods, SF 




Sydney Garfield, SF 


CBS 206 


Harrison Prods (for No-Doz), 
Miller Prods, St Louis 


SF 


Sydney Garfield, SF 
Winius Brandon. St Louis 


MBS full net 
CBS 159 


Murine Co, Chi 




BBDO, Chi 


CBS 206 


Scholl Mfg. Chi 




Donahue & Coe, NY 


MBS full net 


Seaboard Finance, LA 




Frank Bull, LA 


CPN 15 


Texas Co, NY 




Kudner, NY 


ABC 350 


F. W. Woolworth, NY 


1 


Lynn Baker, NY 


KNX-CBS 



PROGRAM, time, start, duration 



Den McNeill's Breakfast Club Review Sat: 18 

June; 1 3 wks 
Codfrey Time; T, every 4th F 10.30-10:45 am, 

6 June; 11 wks 
Today in LA; M-F 5:15-5:30 pm PST; 5 Apr: 

13 wks 

Aunt Mary. 5 min seg W F 2:45-3:00 pm PST: 

1 Apr; 1 3 wks 
Robert Trout; add Sun 12:00 noon-12:05 pm: 4:00- 

4:05 pm; 5:00-5:05 pm; Allan Jackson; add 

Sat 10 00-10:05 am; 10:55-11:00 am; 12 noon- 

12:05 pm; 30 Apr 
Breakfast Club; M W F 8:45-9:00 am; 18 Apr; 

4 wks 

Wendy Warren & The News; M-F 12:10-12:15 pm; 

23 Miy; 52 wks 
Mary Margaret McBride; Sat 10:00-10:05 am; 9 

Apr; 8 wkr- 

Bob Carred News; Th 7:30-7:35 am; 6 Apr; 26 

Races; 7 May 5:15-5:45 pm; 28 May 5:30-6:00 

pm; 11 June 4:30-5:00 pm 
Hamm's Scoreboard; M-F 7:00-7:05 pm: T-F 

10:00-10:05 pm; Sat 6:55-7:00 pm: 25 Apr 
Tennessee Ernie; 5 min seg; F 7:15-7:30 pm; 20 

May; 10 wks 
Nick Carter; Sun 4:30-5:00 pm; 12 June 
Robert Q. Lewis; Sat 11:00-11:15 am; 14 May; 8 

wks 

Amos V Andy; 6 min seg alt Th 9:30-9:55 pm; 

28 Api ; 10 wks 
Multi-Message; days not set; 8:00-8:30 pm; 28 

Apr; 10 wks 

Amos V Andy Music Hall; 6 min seg MTW 9:30- 

9:55 pm; 22 Mar; 13 wks 
Texaco News Reporter; Sat 11 times; Sun 11 

times; 16 Apr; 33 wks 
The Woolworth Hour; Sun 1:00-2:00 pm; 5 June 



2. Renewed on Radio Networks 

SPONSOR AGENCY STATIONS 



Campana Sales. Batavia, III 
Ceneral Prods, for Offex 
Lever Bros. NY 



Erwin, Wasey, Chi 
Dean Simmons, LA 
BBDO, NY 



CBS 206 
KNX-CPRN 23 
CBS 188 



PROGRAM, time, start, duration 

Arthur Codfrey Time; M-F 10:15-10:30 am; 31 

May; 52 wks 
Story Master; Sat 9:05-9:20 am PST; 2 Apr; 47 

House Party; M W F 3:15-3:30 pm; 30 May; 52 
wks 




Bruce 
Eells (31 




William C. 
O'Donnell (3) 





Arthur 
McCoy (3) 




Fred 

t. Shawn (3) 



3. Broadcast Industry Executives 



NAME 



Bernard M. Alper 
Charles Alsup 
Alan T. Axtell 
Robert M. Baird 
Sidney Barbet 
George Baron 
Joseph H. Barker 
William H. Bell 
Frank Beasely 
Frank Benesh 
Frank P. Bibas 
Robert Blake 
Frvin J. Brabec 
George Bristol 
Robert Button 

John J. Cassin 
Edmond Chavanette 
Charles Christianson 
Marc Conant 
Dick Covey 
William M. Dawson 
Louis Dorfsman 
W. Ward Dorrell 
Mickey Dubin 
lules Dundes 
Wallie Dunlap 



FORMER AFFILIATION 



NEW AFFILIATION 



WLEV, Bethlehem, Fa, acct exec 

Advertisers Tv Program Service, in chg of sis, western div! 
CBS R Spot Sis, Chi, acct exec 
John E. Pearson, Dallas, in chg of Dallas office 
United Artists 
KOWL, LA, gen mgr 
WWKO, Ashland, Ky, W. Va. sis mgr 
WHEN-TV. Syracuse, comml mgr 
KBAK, Bakersfield, Calif, sis mgr 
WNEM-TV, Bay City. Mich, news dir 
McCann-Erickson, NY, dir, motion pic div 
NBC, NY, dir of publ 
MCA CorD 

CBS R, NY, dir of sis prom & adv 



WAAB, Worcester, Mass, sis stf 

KOVR-TV, Stockton 

WINS, KTVW, west coast offices 

WMBR, WMBR-TV, Jacksonville, acctg dept 

KRNT. Des Moines, prog dir 

WARM, WARM-TV, Scranton. gen mgr, sec. Union Bcstg 
CBS R, NY, dir of sis prom & adv. assoc dir 
John Blair, Blair Tv, NY. res dir & prog consultant 
MCA-TV NY 

KCBS. SF, dir of sis & adv 

WICC-TV, Bridgeport, vp in chg programing, dir of tv 
opers 



WCLV, Easton, Pa, acct exec 

Same, sis mgr of syndication div 

Katz Agency, Chi, tv sis stf 

Same, Atlanta, hd of Atlanta office 

WTVW, Milw, film buyer 

Same, also vp 

Same, stn mgr 

WHEN. Syracuse, asst to gen mgr 
KNXT, KNXT-TV. Hllywd, acct exec 
Same prog dir 

Roland Reed Prods. SF. vp in chg of comml film opers 
CBS TV, NY, Press Infor Dept. mgr of spec projects 
Same, vp 

CBS TV, NY. dir of sis presentations 

U.S. Infor Agency; Wash, deputy asst dir for r and 

Soviet orbit 
WRCA-TV. NY, slsman 
KFSD-TV. San Diego, dir 
Adam J. Young, SF, mgr SF office 
Same, local acct exec 
Same, also KRNT-TV, prog dir 
Same, also Union Bcstg vp 
Same, co-diiector 
Same, also vp 

Chad. Wilton. Conn, exec dir of sis 
Same, gen mgr 

WTAO, WTAO-TV, Cambridge, gen mgr 



In next Issue: iS'ew and Renewed on Telerision (Network) ; Adrertising Agency Personnel Changes ; 
Sponsor Personnel Changes; Station Changes (reps, network affiliation, power increases); 
AVir Agency Appointments 




^ f Tom 

— - Ragland (3) 




Ben 

Lochndge >3) 
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3. Broadcast Industry Executives (continued) 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



James Duffy 
Donald H. Edgcmon 
Bruce Eclls 
Robert Elliott 
John Henry Faulk 

Peter A. Finney 

Richard L. Foote 
Jerry Franken 
Stephen C. French 
Paul Freygang 
Marilyn L. Friedel 
Robert C. Garland 
Raymond C. Cirardin 
William C. Crainer 
Cordon A. Hellmann 
Howard H. Henkin 
Harvey Herbst 
Ceorge P. Herro 
Bill Hippee 
Robert Hodges 
Allan Jefferys 
Frances Horwich 
William Kaland 
Earl Katz 
Martin Katz 
|oe Kelsey 
Ray H. Kremer 
Norman Land 
Anthony Z. Landi 
Ben Lochridge 
Al Long 
Ray Marsh 
Sidney Matz 
Thomas McCary 
Arthur H. McCoy 
Frederick Menzies 
Evans Meier 
Herbert L. Miller 
Thomas Murphy 
Jory Nodland 
Albert Oberhofer 
William C. O'Donnell 
Robert 0 Pusey 
Tom Ragland 
Gilbert A. Ralston 
Robert C. Reagan 
Bok Reitzel 
Michael A. Renault 
Raymond Ruff 
Richard E. Ryan 
Joseph Sarlin 
Robert L. Schucssler 
Robert E. Scott 
Fred Shawn 
Alexander W. Sheftell 
Harry B. Simmons 
James E. Szabo 
Sherril W. Taylor 
John A. Thayer Jr 
John H Thompson 
Donald E. Tomkins 
John J. TormCy 
Henry Traiman 
H. Taylor Vadcn 
Jeff Waugh 
Jay A. Whalen 
Tom Whitesell 
Norah A. Yardley 



Wisconsin Tel. adv dept 
WLWC-TV, Col, client serv dir 
Ziv Tv, New England rep 
Ruthrauff & Ryan, NY, copy supvr 
WCBS, NY, "The John Henry Faulk Show" 

Harry B. Cohen Adv, vp in chg of r-tv 

Hoag-Blair, NY, acct exec 

Lester Lewis Assoc, NY, dir of sis 

KLIF, Dallas, acct exec 

Platte Valley Bcstg, Scotts-bluff, acct exec 
Univeisai Studios, Hllywd 
KOLD, Yuma, Ariz, gen mgr 

H. B. Humphry, Alley & Richards, Boston, r & tv dir 

NBC Film Div, slsman 

CBS TV, NY, dir of sis pres 

Teleprompter 

WFAA-TV, Dallas, prod sff 

MBS. Chi, publicity & prom mgr. mid-west div 

KRNT, Des Moines, acct exec 

WNEW, NY, prodcr 

WTOP, Wah, own show 

"Ding Dong School" prodcr-star 

WNEW, NY, prog dir 

WJAC, Norfolk, Nebr, anncr 

Blair-Tv, NY, spec projects dir 

Philco, Phi la, factory rep 

Rutledge & Lilienfeld, Chi. r-tv dir 

ZIV TV 

Enterprise Studios 

CBS R Net Sis, Det, chg of Det office 
McCann- Erickson, NY, r-tv supvr 
WCOL, Columbus, slsman 
Best Super Markets, Phila, adv mgr 
KRCA, LA, gen mgr 
Avery-Knodel, NY, sis mgr 
WHEN-TV, Syracuse, regl sis mgr 
WJAC, Norfolk, Nebr, opers dir 
TPA, NY 

Grant Adv, Dallas, vp & mgr of Dallas office 
WMAQ, Chi, sis stf 

KXOK, St. Louis, sis mgr 
KSL, SLC, acct exec 
WHBQ, Memphis, stn & sis mgr 
Independent prodcr 

Public Infor Office, U.S. Army, Fort Ord 

CBS R, Pacific Coast Sis mgr 

WABC, NY, comml mgr; acting gen mgr 

KTVQ, KTVQ-TV, Okla City, sis mgr 

KLOK, San Jose, sis mgr 

Du Mont, Miami, gen mgr 

Atlanta Journal 

WFAA, Dallas, sis stf 

NBC R, dir of stn rels 

WTTG, Wash, acct exec 

NBC TV, NY, sis dept 

Adam Young Tv, NY, sis mgr tv dept 

CBS R Spot Sis, NY, sis prom mgr 

Du Mont, NY, acct exec 

KNBC, SF, prog dir 

Grant Adv, NY, dir of r-tv 

Avery-Knodel, NY, acct exec 

Robert Lawrence Prod, NY, Editorial Supvr. 

WPTF, Raleigh, N. C, prom dir 

WDVA, Danville, Va. 

John Blair, NY, asst prom mgr 

Louis dc Rochcmont, NY 

MPTV, NY 



WOKY, Milw. acct exec 

WKRC, WKRC-TV, Cin, publ & publ rels dir 
TPA, vp in chg of the western div 
MBS, NY, dir of adv, General Teleradio, Film D 
Texas Bcstg Corp, vp in chg of public aff, 

KTBC, KTBC-TV, Austin & KANG-TV, Waco 
Vidicam Pictures, NY, partner, exec vp in i 

creative prod 
Same, eastern sis mgr 
TPA, NY, dir of publicity 
WNOE, New Orleans, vp & gen mgr 
KHOL-TV, Kcarncy-Holdregge, Neb, acct exec 
United Film & Recording Studios, Chi, dir of pul 
KOOL, KOOL-TV, Phoenix, natl sis mgr 
WFBR, Bait, acct exec 
Natl Tv Distributors, NY, pres 
TvB, NY, dir of sis prom 
Walter Schwimmer, Chi, eastern sis mgr 
KTBC-TV, Austin, sis stf 
Same, acct exec 

Same, also KRNT, KRNT-TV local sis mgr 
Same, prod supvr 
Advertisers Tv Program Service, eastern sis rep 
NBC, NY, supvr of children's programs 
Westinghouse, NY, asst natl prog mgr 
Same, prom dir 
Same, dir of sis dev 
WKDA, Nashville, sis stf 
CBS R Spot Sis, Chi, acct exec 
Same, NY, Intl Div, acct exec 
Parsonnct & Wheeler, NY, vp 
Same, NY, eastern sis mgr 
Blair, NY, acct exec 
WTVN, Columbus, acct exec 
WRCA, WRCA-TV, NY, mdsg exec 
Same, also in chg r net activities, NBC Pacific 
John Blair, NY, radio acct exec 
Same, comml mgr 
Same, asst mgr 
NBC Film Div, NY, sis rep <l 
John E. Pearson, Dallas, in chg of Dallas office 
NBC TV Spot Sis, Chi, sis stf 
Boiling, NY, acct exec 
Same, also member of bd of dirs 
KSL-TV, SLC, acct exec 
John Blair, Chi, sis stf 
CBS TV, NY, exec prodcr 
MCA-TV, Beverly Hills, wetern div publ mgr 
Same, Det, sis mgr of Det office 
Same, gen mgr 
KSAN, SF, sis stf 
Same, gen mgr 
Same, NJ, gen sis mgr 
Hollingbcry, Atlanta, sis rep 
WLWC, Col, sis exec 
WABT-WAPI-WAFM, Birmingham, exec asst t< 
WM AL, Wash, sis stf 
Boiling Co, Chi, acct exec 
Advertisers' Tv Program Service, NY, natl sis mg 
CBS R, NY, sis prom & adv, co-director 
Gotham Recording, NY, sis mgr 
NBC Pacific Div, mgr of news & special events 
Owen Murphy Prods, NY, gen sis mgr 
Same, mgr r sis 
Same, also vp 

WCAU-TV, Phila, prom dir 
Same, prom dir 
Edward Pctry, NY, prom dept 
Transfilm, NY, prod supvr 
WCOP, Boston, dir of pub rel & sis prom 



4. New Firms, New Offices, Changes of Address 



Broadcast Management, 5 East 57th St, NY, specializing in 
tv and r organizations and talent; Marvin Josephson, for- 
merly of CBS TV Legal Dept, hd. 

Emerson Radio & Phonograph moved administrative hdqtrs and 
plant to lersey City bldg; public relations and export corp 
will occupy suite in Plaza Hotel, 5th Ave & 59th St., NY 

filmack Studios, NY, adds new phone service, PLaza 7-0900. 

James Fisher Co Ltd. Toronto, changed name Apr 1 to 

Thompson-Peterson Adv Agency 
Freitag Adv, Atlanta, will become a div of Burke Dowling 

Adams, Atlanta June 1 
Ralph D. Gardner Adv, 745 Fifth Ave, NY, new agency formed 

by Ralph D. Gardner, formerly of the NY Times 
Herman Hack Productions' new address is 2441 Bcachwood 

Drive, Hllywd 28, Calif 
Hirshon -Garfield will consolidate with Peck Adv on May 1; 



Sydney Garfield, pres of Hirshon-Garfield will be a member 

of the board and chmn of exec committee with hdqtrs at 

400 Madison Ave, NY 
Mumm, Mullay & Nicols, Adv, Col. opened NY office at 130 

East 59th Street on Apr. I 
Pace Adv, NY, moved to larger quarters at 19 West 44th St 

on Apr 6; phone MUrray Hill 7-4090 
Public Relations Film Corp, 104 East 52nd Street, NY; Gilbert 

Contc, exec vp; to produce public relations films for 

advertisers, agencies, foundations 
Tracy-Locke Co, Houston, moved to 2332 W Holcombe Blvd, 

Houston 

Wiltman & Calahan Adv, Pittsburgh, changed name to Robert 
Wiltman Co on April I; same address; Bcncdum-Trccs Bldg, 
223 Fourth Ave, Pittsburgh 22, Pa 

Adam J. Young Jr opening new office in SF, Fairmont Hotel, 
Under management of Charles "Chuck" Christianson 
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BILLBOARD says: Bullseye Among Men. 

"For 22 basic markets 
.... Police Call- 
ranks 2nd among 
Men per 1 00 viewing 
homes." 



BSLL BOARD says: Bullseye Among 

Women*For 22 basic 
markets .... Police 
C a 1 1— ra n k s 4th 

among Women per 
1 00 viewing homes." 



BILLBOARD says: Bullseye Among 

Teens. "For 22 basic 
markets .... Police 
Call— ranks 5th 
among Teens per 1 00 
viewing homes." 



>OLICE CALL 



N T A's newest TV film adventure series. 



hot in the dark ... a man falls ta the 
jnd clutching a wisp of cloth. A phone 
s at headquarters and a police sergeant 
( wers. It's the French Surete, Scotland 
d, the Royal Canadian Mounted, the 
'an Carbinier!, the famous police forces 
(he world, all rolled up into a gripping 
!es of thrills and chills! 



The stories are developed from actual case 
histories in international police files. Each 
show is steeped in the rich atmosphere of 
the foreign lacale in which the case occurred. 
This is a colorful human interest series, pre- 
senting people from every walk of life — a 
pulsing, fever-pitch of excitement. 



26 half-hour 

dramas ready for 
regional and 

local sponsorship. 



Audition Prints upan request. 



N 



Call Your NTA Man Today! He's Only Minutes Away! 

A Nfi/w'/ia/ T \e/€^ff)n \.Mccr'afe^ 

625 Madison Avenue, New York 22, N. Y. • PLaxa 5-8200 
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>r the first time on television i Hand-picked, top budget, 

I hour-long (53 min., 20 sec.) 

j Republic Pictures 

| Corporation feature films 

I starring Gene Autry 

j and a cast of top 
supporting players. 




hour-long features 

are immediately available 
for local, regional or 
national sponsorship from 




AMERICA'S NO. 1 DISTRIBUTOR OF TELEVISION FILM PROGRAMS 




WIRE, PHONE OR WRITE YOUR NEAREST MCA-TV OFFICE TODAY 

BEVERLY HILLS: 9370 Santa Monica Blvd., CRestview 6-2001 1 

ATLANTA • BOSTON • BUFFALO • CHICAGO • CINCINNATI • CLEVELAND • DALLAS • DETROIT » HOUSTON • INDIANAPOLIS • KANSAS CITY, MO. • MINNEAPOLIS • NEW ORLEANS 
NEW YORK • PHILADELPHIA • PITTSBURGH • ROANOKE • ST. LOUIS • SALT LAKE CITY • SAN FRANCISCO • SEATTLE • TORONTO • LONDON • PARIS 



wer before on television . I These hour-long 

I (53 mm., 20 sec.) Republic 

I Pictures Corporation 

| high budget productions 



star Roy Rogers and 
feature a well-known 
supporting cast. 




hour-long features 

are immediately available 
for local, regional or 
national sponsorship from 




AMERICA'S NO. 1 DISTRIBUTOR OF TELEVISION FILM PROGRAMS 




NIRE, PHONE OR WRITE YOUR NEAREST MCA-TV OFF/CE TODAY 
3EVERLY HILLS: 9370 Santa Monica Blvd., CRestview 6-2001 

ATLANTA • BOSTON * BUFFALO • CHICAGO • CINCINNATI • CLEVELAND • DALLAS • DETROIT • HOUSTON • INDIANAPOLIS • KANSAS CITY, MO. • MINNEAPOLIS • NEW ORLEANS 
SEW YORK • PHILADELPHIA * PITTSBURGH • ROANOKE • ST. LOUIS • SALT LAKE CITY * SAN FRANCISCO • SEATTLE • TORONTO • LONDON • PARIS 
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MILWAUKEE 



MILWAUKEE'S 

MOST POWERFUL 



INDEPENDENT 



5000 

WATTS on 

1250 



MILWAUKEE'S 
BEST BUY 

Second Highest Ratings* 
mornings and afternoons 
in 7 station market 

LOWEST COST 
PER THOUSAND 

"Pulse— Jan.-Feb. I955 





Kohert Voiniri 

V.p. of marketing and advertising 
Golden Gift, Deland, Florida 

Two year* ago, while Boh ^ omig was at W illiam Fst\ Co.. he 
stumbled upon a new product, a fresh orange June packaged in 
containers. W ithin a matter of months. Young's brother and two 
other partners; had bought into the company. Within a year sales 
rose from 8500,000 to S3 million, now move at the rate of S13 million. 

"There's no question but that heavy advertising investments are 
rnvessarv to launch a new product," Bob ^ oung told SPONSOR. 
"However, the groundwork for our successful national product was 
laid by nn partners, particular]) Bob Slivers, who heads sales."' 

I lie two Bobs head up Golden Gift's New \ ork office, directing 
sales, marketing and advertising out of a Fifth Avenue penthouse. 
Both men are tall, athletic-looking, in their thirties. Both have been 
in advertising as ( bents as well as agency men. 

"Here's how we proceed into a new market,' Boh \ oung ex- 
plained. "First we set up distribution, usually through milk com- 
panies. Then we break a campaign, starting with publicity, followed 
b\ 500 and 1. 000-line newspaper ads. Within days after that our 
radio and t\ campaign gets under way. It s my idea that the air 
media should take up some 70 r ; of our budget. 

Cmieiith in their second 13-week c\cle in some 30 markets. 
Golden Gift spends at the rate of $500,000. The pattern on the air 
is a combination of saturation radio plus tv participations. 

Golden Gift's agency is Harris and Whitebrook. Miami. The 
media director. Joan Stark, shares Golden Gift's New York pent- 
house office. Out of it. she buys a minimum of 30 radio minutes 
weekly per market, plus minute participations in kid tv shows or 
women"* t\ programs at the rate of five weeklv per market. 

"We like to have the sales pitch delivered live b) a personality 
whenever possible." Boh Noting sa\s. "\ new product particularly 
needs even extra push it can get. and there's an indefinable plus 
from a commercial delivered bv a local personality." 1 

There's an aura of continuous activity about Golden Gift's offices, 
even though the walls still -mell of fresh paint, and some of the 
rooms are as yet scantily furnished. 

Sitting against the wall behind Boh Young's desk is a large 
photograph of his seven-) ear-old daughter on horseback. 

"I'll put it up." sa\s be. "if ever the phone stops ringing long 
enough."' * * * 



WEMP WEMP-FM 

MILWAUKEE 

HUGH IOICE, JR., Gen. Mgr. 
HEADLEY-REED, N«tl. Rtp. 

24 HOURS OF MUSIC. NEWS, SPORTS 
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STORER GAYLE V. GRUBB, V. P., West Coast Sales Manager, 111 Sutter St., San Francisco, SUtter 1-8689 

NATIONAL. SALES TOM HARKER, V. P., National Sales Director, 118 E. 57th Street, New York, ELdorado 5-7690 
HEADQU ARTERS BOB WOOD, Midwest National Sales Manager, 230 N. Michigan Ave., Chicago, FRanklin 2-6498 



Represented 
Nationally by 
NBC Spot Sales 




. . . and 50 per cent of all that's 
packed and shipped in the U. S. 
comes from the Salinas- Watson- 
ville area. 

''Green Gold", a produce man 
tells you, is lettuce . . . and 48 
million dollars of Uncle Sam's 
lettuce will pour into this area 
before November in payment 
for the leafy product. It's one 
of the crops making this a top 
area in agricultural dollar vol- 
ume (Monterey county alone is 
twelfth in the U. S.) . 
Did we mention that the $48 mil- 
lion comes in between May and 
November? Get your full 
share of this Gold (Yellow 
Variety) by placing a schedule 
on KSBW-TV . . . the only TV 
Station covering the central 
coast counties of California. 

ASK IIOLLLNCBKHY 



HCSBVT 




SALVIAS - HlbtinkEV"^ 
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CBS, NBC, ABC, DuMONT 



by Joe Csida 

Is it a total loss if they forget the commercial? 

Roughly about every 10 year? I become a rabid fan of 
some person I've never met and about whom I know little or 
nothing. My 1955 enchantment is with Rod Serling, who won 
more boosters than he needs with his tv drama. Patterns, not 
too long ago. 1 saw another Serling show, this time for U. S. 
Steel Theatre. This one. called The Rack, concerned itself 
with a young Army captain, who was being court martialed 
for collaborating with the Chinese Communists. 

The kid was intelligent and of fine diameter, hut he'd 
cracked under souk 1 not too extreme forms of grilling and 
torture. Before the captain was found guilty Serling had ex- 
plored every facet of this complex, heart-tearing and mind- 
jolting dilemma, and under Alex Segal's tight and driving 
direction left a viewer, a citizen of the U. S. and a member of 
the human race, disturbed, pondering the problem, and the 
answers (if any). Left this viewer in that state, at any rate. 

The commercial came on, a spot or maybe two. and the 
opening of the next show, and 1 tuned out. It wasn't until 
some time later that I began to think about the position of the 
sponsor in connection with a drama of such power. My own 
mind had been so filled with Selling's story and the questions 
it raised that I couldn't, to save my life, recall what U. S. 
Steel had been selling. 1 have no recollection at all of the 
spots or the name of the show which followed. 

1 don't believe Pm any more susceptible to being thus 
affected by a tv drama than the next guy. And this obviously 
raises the dollars and sense query: Did U. S. Steel blow the 
commercial benefits of whatever it cost them to bankroll The 
Rack? 1 don't think so. For I know, knew before and while 
the show was unfolding that this was the U. S. Steel Theatre. 
I was and am impressed with the courage and integrity of 
IJ. S. Steel in sponsoring as adult and thought-provoking a 
show as The Rack. To one customer, then, U. S. Steel did not 
get across its specific commercial message of that week, hut 
it did sell me on V. S. Steel, as a corporation. 

And Mr. Serling, as I've indicated, can write my video 

drama any time, any day, any station. 

* * * 

Jack Gould, certainly one of the most able of all observers 
of mailers radio and tv, did a fine piece in the Sunday (17 
April) New York Times Magazine section on radio. Jack 
{Please turn to page 76) 
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OK, You're First in Seattle-But What About Outside?" 



We've got news for you. Pulse's new 15-county study of 
Western Washington shows Radio KING to be 23 percent 
stronger outside, than inside Seattle. Not bad .. .considering 
we're the highest rated station in the metropolitan market. 

That's not all. KING hauled down an average daytime 
quarter-hour Pulse rating of 5.3 among the 533,300 radio 
families in the 15 surveyed counties. The second highest station 
got a 4.4 average rating, and the third station, a 4.1. 

So much for the statistics. If you have a SRDS and a 
slide rule handy, you can compute our low cost per thousand. 



We'd much rather talk about how we can move your 
merchandise. About how the KING personalities can put 
extra sell into your next campaign. Extra punch to 
set your sales force chirping. 

There are 2,000.000 customers in 15 counties waiting to be 
sold. We've done it before. We'll do it for you. 



50,000 Watts 
ABC— Blair, Inc, 



FIRST IN SEATTLE 

Radio KiNG 



a. 



Otto Brandt, l ice President and General Manager 



ONLY ON 




COLOSSUS OF THE CAROUNAS 



ound-est investment 

Only on WBT Radio can you associate for your product the 
massive, traditional selling power of "Grady Cole Time", now in 
its twenty-sixth y@sr and stronger than ever. BmMy gives each Of 
his forty-six current sponsors individualized benefit of his 

8.7 average Pulse rating (5:45 to 9 a.m., Monday 

through Saturday) plus canny commercializing 
and immense influence with consumers, 

retailers and wholesalers, 

the rarity of availabilities underlines the prudence off 

regular contacts with your CBS Radio Sales man. 
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Why I'm through 

with bin to shows" 



Hazel Bishop's Itayiuoucl Spool or says (hoy h:ivo 
not clolivorod salos for him. hits iiisortions 
as violation of tv's fiiiiclauioiital stroii£»th 




T\ 1UT llvZKl. IHSIIOI' OVKH 

Cosmetics firm went from §4.5 
million in sales in 1952 t<> es- 
timated SIB million this year. 
During this time nearly all the 
ad money went into video. In 
next fiscal year more tv money 
will he spent but a smaller pro- 
portion — about 80% will go 
into tv which now gets 90 r /c 



9 Jf elevision costs arc reaching the 
danger point. Every industry can price 
itself out of business." 

The warning comes from a man who 
attributes most of his firm's success to 
television advertising: Raymond Spec- 
tor, head of both Hazel Bishop, Inc.. 
and the liny inond Spector agency. Ha- 
zel Bishop is currently spending at the 
rate of $6 million yearly on tv to pro- 
mote its cosmetics line. 

Spector is the most outspoken net- 
work advertiser among those disturbed 
by sk) roc keting costs of time, talent, 
and production facilities. In a conver- 
sation with SPONSOR, during which he 
spoke bluntly and for the record, Spec- 
tor made a number of significant 
points: 

• "Television should remember that 
there are still other great media around 
—like newspapers, like magazines. Ha- 
zel Bishop is now spending more than 
$500,000 in newspapers, and intends to 
increase that portion of the ad budget. 
.Next \ ear's tv budget, in fact, although 
larger in volume than this v ear's, will 
drop from 90 to SO^t of the total.'' 

• The answer to tv advertising does 
not seem to lie in the much-promoted 
"magazine concept." at least not for 
advertisers like Hazel Bishop, Spector 
feels. That approach has favored the 
large, over-costly show, he savs. which 
is in basic conflict v\ ith what is unique 
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about the medium its intimacv. 
o Moreover, the practice of just 
dropping in commercials. Spector savs. 
violates the fundamental strength of tv 
as an advertising medium i t~ abilit\ 
to combine show and sales pitch into 
one integrated instrument. 
• '1 he wav for advertiser- to solve 
the financial and programing headache 
is to re-establish control over their 
own shows. '"The networks are doing 
a disservice by departing from the pol- 
ic\ of offerin" facilities. I hev hav e 



FOR OPINIONS OF THOSE WHO TAKE OPPOSITE VIEWS 
ON SPECTACULARS AND MAGAZINE PLAN. SEE PAGE 33 



It.WMONU Sl'IXTOH 

Forthright opinions 
of Spector do not 
mean he is now cold 
to tv. He still 
feels it is the 
greatest of all ad 
media, will continue 
lining it heavih 





M THROUGH WITH BIG TELEVISION SHOWS' 



net distinguished themselves from a 
programing Mandpoint. 

spo\sOK reports Raymond Spec-tor s 
views at length because the issue.- he 
raise- are of paramount importance to 
tv and arc the source of much discus- 
sion in advertising circles. Specter 's 
aigunient with the medium is that of a 
nan who fears that his favorite ma; he 
going astray: he is anxious to get it 
hack on what lie regards as the right 
track. 

However, there are those who feel tv 
i- on the right track right now. Sun- 
beam. Hazel Bishop's own co-spon-or 
on the Sunday night spectaculars, feels 
it has gotten its tnonev's worth out of 
the big shows and is coming back for 
more next season. For the views of 
Sunbeam as well as others who dis- 
agree with Spector on big show- and 
the* magazine format, see next page. 

I low much Hazel Bishop owes to tv 
i- evidenced in the amazing story of 
the company s growth since 1050 when 
Spector became its board chairman. 
I he ad budget has been growing at 
the rate of a million dollar- a vein and 
nearlv all of the nionev ha> been going 
into tv. Sales went from S1.549.I65 in 



1952 to $9 : 903,804 in 1953. In 1951 
sales passed ?12 million. This year's 
gross is expected to reach $\V> million. 

In 1954. the company estimated that 
ii was doing 25 r < of the nation's lip- 
stick business. 

Although no advertising has yet ap- 
peared to support it. it is reported the 
new "Compact Make-up ; ' is in great 
demand by the suppliers of Hazel Bish- 
op's 175,000 retail outlets. The com- 
pan) will put S3 million of ad money 
behind it and most of this will be 
spent in tv. But Hazel Bishop will not 
be programing in tv in quite the same 
way it has in the past. 

For Spector is changing course. He 
is not renewing Hazel Bishop's spon- 
sorship of either the spectaculars or 
XBC TV's The Martha Rare Shoic. He 
sums it up in the declaration: "We are 
finished with big shows. ' 

Hazel Bishop's fall tv plans, fairly 
well advanced, put more emphasis on 
everv week half-hour shows in which 
the traditional sponsor loyalty is con- 
sidered important. This is the Hazel 
Bishop program line-up for the 1955- 
56 season: 

1. This Is 1 our Life, Wednesdays 



on 100 NBC TV stations: alternate 
sponsor. Procter & Gamble; cost, $90,- 
000 per show for time and talent. 

2. Place the Face, a half-hour quiz 
m.c.'d by Bill Cullen, will start off on 
XBC as a summer replacement in The 
Martha Raye Show slot. Time and net- 
work for the fall is not vet set but the 
show will probably continue on NBC. 
About 60 to 70 stations will be used. 
Weekly cost is estimated at $60,000 
for time and talent. 

3. The Dunningcr Show, thought- 
reading and magic exposes by Dun- 
ninger. Time and network are current- 
ly under negotiation but about 60 to 
70 stations will be used. Cost is esti- 
mated at $60,000 for time and talent. 

For the first time. Hazel Bishop will 
add a spot tv campaign in all its im- 
portant markets with a budget of $1.5 
million. Total ad outlay for the fiscal 
vear beginning next October is esti- 
mated at $7.5 million. 

There are other nietltu: Hazel Bish- 
op is paying considerably more for 
This Is Your Life than a year ago. 
XBC signed up Balph Fdwards for a 
(Please turn to page 93) 
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The other side of the story 



Many advertisers disagree with Spector, like spectaculars 
for their excitement and way glamour rubs off on products 

For editorial on this subject see page 104 




The dissatisfaction expressed by Raymond Spec- 
tor with spectaculars and insertion-type tv ad- 
vertising represents t he point of view of those 
who are opposed to the direction in which televi- 
sion seems to be traveling today. Spector i- 
only one among tv advertisers to have voiced 
such complaints. But the acceptance of (and, in 
some cases, enthusiasm for) the big show and 
magazine format indicate to many admen that 
these are the pattern of the future. CBS. for 
example, has already made plans for adding 
spectaculars in the NBC liour-and-a-half mold 
next season. 

The advertisers and agencies who like spec- 
taculars like them for the reasons that NBC's 
Pat Weaver said they would: 

• They are talked about by the tv audience, 
which adds intensity and woi d-of-mouth circula- 
tion to their impact. 

• They create enthusiasm among dealers, add 
push to selling efforts. 

• They provide a powerful merchandising 
springboard to retail selling. 

• They surround advertised products with 
glitter, presiige. 

The advertisers and agencies who use inser- 
tion advertising say this about it: 

• Tt enables an advertiser with a relatively 
small budget to set into television during i>rime 
viewing hours, thus assuring wide circulation for 
hi* sales message. 

• It gives the small advertiser a chance to 
surround his product with the glamor of night- 
time programing and stars. 

• While insertion advertising does not urn- 
vide much sponsor identification with the «hnw 
or st»r. some television is better than none. 

• The magazine format is here to stav. so 
why not learn to live with it? Moreover, talk 
about viewer loyal tv to a sponsor who has his 
own show is exaggerated. 

Anions those returning to spectaculars next 
season is Sunbeam, which has bought three of 
the six "positions" in the Sundav nidit "color 
snreads" from September through December, 
f Others definitely ref fining bi<r show sponsor- 
ship s»re Ford and RCA on \BC. Cbrvsler on 
CRS ) Sunbeam is nlso having into the Milton 
Berle and Martha Rave shows. 

A. E. Widdifield. vice president in charge of 
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advertising for Sunbeam. r\pres~ed hi- (iini- 
thinking on spectacular* to -i'mnmir a* follow-. 

"'Out experience ha* been that in t\ vmi mn-t 
reach mass audiences to get tangible re-ult*. 
We were able to get this power for the fir-l 
time with the Snnda\ night -pectacuhir- which 
have rather consistently exposed our product 
demonstration- to audiences of around 10 mil- 
lion. 

''We have gone along with the spectaculars 
again this tall because the new color -prend 
format enables us to obtain power when and 
where we want it. during a key merchandising 
period, without incurring the prohibit he cost of 
a series of 26 or more shows. 

"This is most important to us and is an in- 
stance when Pat Weaver's magazine concept 
proves practical and desirable. Prior to thi- 
time it had been difficult, if not impossible to 
get mass audience power for a concentrated 
four-month marketing effort." 

The excitement of spectaculars and values de- 
riving from it were stressed by Ralston II. Cof- 
fin. RCA ad director. RCA will continue with 
spectaculars through the summer and next sea- 
son. Coffin said: 

"Most sbow= are evaluated on the basis of 
ratings and cost-per-1000. Rut we go l>evond 
tli:it with sneclaetilars. We <ret certain intansi- 
blcs. They are not easy to pin down but thev 
are there We do know that spectaculars put 
everv dealer and distributor on hi= toes. I've 
never seen anything like it. 

"It's hard to measure the direct impact on 
sales, but we do know that spectaculars have 
contributed to accentance of the RCA line. 
Thousands of letters from viewers show that." 

The factor of prestige is an important one in 
spectacular sponsorship, but especially impor- 
tant, say admen, for products who have or seek- 
to create a position of leader*bir> in their field- 
An examnlc of this is ITall Rro-.. makers of 
Hallmark greet ins cards. The firm w ill «pon*or 
eisrht \RC shows produced bv Maurice Evans 
next season on Sundav afternoons. While not 

a ir-itl-irs in the old iiv> t*v -en-c of tht" tei in 

thev nualifv In reason of 'heir length one-aml- 
a-hnlf hours and the nualitv of the production 
Prestige advertising is not new to Hall Rros,. 
(Pfrasr turn hi uasp OoA 






M \ was not until North American Air- 
lines took to the air that it reallv got 
off the ground. 

The firm first went into spot radio 
in a big way in 1952. with marked 
success. Ticket sale volume increased 
about 'MY, to an estimated S9.000.000 
in 1953. R\ the end of 1954 volume 
nas about $11,000,000. And in 1955 
the company hopes to rack up some 
$1 5.000.000" 

To help accomplish this, the spot 
radio budget has been doubled. It 
stands now in excess of $500,000 to 
cover 10 markets. Total ad budget is 
estimated at about $1,000,000. 

Heart of North American's radio ap- 
proach is saturation. Hit 'em hard, hit 
'em often, the company has found, and 
t he flight reservations will come in 



At left, three of four owner-founders of 
North American Airline*, which ditl $11,000,- 
000 hus-iness las-t year, expects 10 do $15,000- 
000 in 1955, Ross Hart, Jack Lewing, James 
Fischgrund, Below, agency president Ar- 
thur Fischer dictating on a DC-6B flight 




Spot radio helps (mild an airlin 

North American Airlines uses heavy announcement harrages 
company will spend $500,000 this year on saturate 
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case history 
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as a direct radio result that very day. 

A half-million dollars spent in only 
10 markets can buy a lot of radio time, 
but there is more to the Xorth Ameri- 
can Airlines campaign that just heavy 
schedules. These arc some of the cam- 
paign's highlight facets: 

1. Reversing a common practice, the 
air-travel outfit uses high ad frequency 
to sell something as infrequently pur- 
chased as plane transportation. 

2. Advertising aim is not to create 
desire to travel; company's only pros- 
pect is the person who already has that 
desire and is planning to take a trip. 

3. Copy slants go to contrasting ex- 
tremes: from the barker-type, shrill 
pitch of the tnusic-and-news station to 
the low-key, cultivated address on good 
music stations. 

4. Rather than spread a schedule 
among many stations in a market, the 
firm prefers to concentrate it on one 
at a time, load it with between 35 to 
100 announcements per week where 
possible; it gets the best discounts 
thereby and feels it tends to dominate 
that station's audience — though it tries 
to use as many stations as the budget 
permits. 

So successful has the young com- 
pany's advertising been (it was found- 
ed in 1950), that it believes it stands 
as number one among the so-called 
"non-scheduled" or "independent" 
lines and claims to be about sixth in 
size among all airlines. 

To compete with the long-established 
companies, which can operate with the 
comfort of mail contracts from the 




iluce high sales volume; 



maigns in 10 markets 



post office, .North American offered the 
public the postwar innovation of "air- 
coach'' service. It increased aircraft 
passenger capacity 20 r ,' . This permit- 
ted substantial price reductions. 

1 oday. reports national sales man- 
ager Ralph Sicks, all airlines feature 
coach transportation as part of their 
service. 

The advertising problem has been to 
convince the traveler that cost is the 
only important difference between 
Xorth American service and that of the 
other airlines. Xorth American's fleet 
consists of two luxurious DC-OB's and 
six DC-4's, with three additional DC- 
OLTs on order. And, as the copy boasts, 
the firm has a perfect safety record. 

W hy radio? Traditionally, airline ad- 
\ertising has featured luxury, comfort, 
speed, the idea of travel itself. To these 
appeals North American adds the 
strong appeal of low fares. But there 
is a problem: for the average person 
a long trip is a rarity. Even the busi- 
nessman, more accustomed to travel- 
ing, seldom hops from coast to coast. 

Assuming that your prospect is go- 
ing to make only one trip this year, 
from New York to Los Angeles, or 
\ ice versa, or from Xew \ ork to 
Miami, what do you do to reach him 
with your story at the crucial moment? 



What other airlines do on radio and tv 



• 
• 
» 
» 


EASTERN AIRLINES 

via Fletcher D. Richards 


Spends about $400,000 for radio an- 
nouncements on Eastern seaboard, in- 
land cities, once daily Monday-Friday 


» 
• 


AMERICAN AIRLINES 

via Lennen & Newell 


Sponsors "Music Till Daw n." 12-5:30 
a.m. M-F. N.Y.. Chi.. LA., Boston. 
Wash., Deir.. San F. CBS nations 


» 

* 
• 


PAN AMERICAN AIRWAYS 

via J. Walter Thompson 


Sponsors "Meet the. Pros*." on NBC 
TV alternate weeks. N>me radio Wash- 
ington. Miami, foreign language \A. 


• 
• 
• 


UNITED AIRLINES 

via \. IT. Ayer 


Radio announcements 10 West Coa-t 
cities. Chicago: Tuesday. Thursday 
radio newscasts and tv sports show 


• 
• 


TRANS WORLD AIRLINES 

via BBDO 


Uses little radio at present time. 
Some announcement schedules are cui- 
ried in a number of -mailer market* 


• 
• 
* 


SKYCOACH AIRLINES 

via Sig Shore 


Considers spot radio most productive 
medium. Heavy schedules in nine cit- 
ies, some spot l\ in New <>rk. \..\. 




COMPETITION: 2nd year on radio (see below) 
fs feted by American Airlines execs Morris 
Shipley and Herb Ford, WTOP's Lloyd Dennis 



To ad director and part-owner Man- 
lev Weiss the an-wer is frequency. 
"Keep a barrage of ad impressions hit- 
ling \our prospect without letup. Then 
when he decides to make that long- 
dreamed-of trip, he will be ready to 
pay attention to \our message." sa\s 
Weiss. If your story gets to him at 
this very moment, it has a good chance 
of stimulating him to phone your office 
for a reservation. 

Are there enough such prospects to 
(Please turn to page S6 ) 
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Popular nni-ir 

Trend to local radio disk 
jockey? r« increasing. l.a~t 
year, 88% of the stations had 
cl.j.'s: this year, the figure is 
up to 92 r r. About 127c of 
stations air 7J> or more hours 
of popular music each week. 





Farm radio 

More radio shows of se rj 
nature are being aireJ 
U. S. and Canadian farifl 
Last year, 64% of staJ 
had radio farm shows:! 
195o. figure stands at 
Mo-t are in earlv moril 




50.000 KAIMO-TV FACTS * FIGl UES SIFTED FOK '55 "BUYERS" GUIDE" 

''It's a Scars-Roebuck catalogue of local radio and television, and just as handy," is 
how one veteran agency timebuycr described the 1955 Buyers Guide when she saw an 
advance cdpy. The compilation, designed to meet the needs of timebuyers, agencymen 
and radio tv executives, simplifies many a common buying chore by profiling the pro- 
gram "personal ity*' and facilities of 2,172 individual radio and 381 television stations. 
Published by Sponsor Services, "linycr*' Guide" was supervised by Bernard Piatt, 
president; research was directed by Karolyn Riehman; design was executed by Donald 
Duffy. Entire job represents eight months of sifting and surveying 50,000 local air facts. 



Local radio- 



1055 'Buyers' Guide* puhlis • 



ii adio and tv spot time buying this 
summer is likely to become even more 
a matter of skilled decision based on 
knowledge of program patterns and 
audience tastes. 

Reason: Stations in the U.S. and 
Canada, both radio and tv. are airing 
more and more shows designed to 
cateh the fancy of audiences with spe- 
cialized tastes or special interests. 

Agencymen and advertisers will find 
details of this over-all local trend in 
the 200-page Buyers' Guide which goes 
out in the mails to SPONSOR subscrib- 
ers this month. (Non-subscribers can 
purchase copies- at $2 apiece. I 

Buyers' Guide, the only '"group por- 
trait" of U.S. and Canadian local ra- 
dio and television programing pub- 
lished in the industry, is the result of 
over six months of intensive surveying. 

Questionnaires were tent, starting 
last December, to every radio and tv 
outlet in both countries. Of the U.S. 
group. 77 r c of the radio and 86'1 
of the tv stations replied. Of the Ca- 



rYutnrr film* 

Sam'- percentage of stations 
f'/Vrj are airing tv feature 
films tlijs y ar l]k ) il i- 1 . Hut, 
due to lalenc-s of network 
-flicdiih s today, 81% of sta 
lion hp airing film feaJure- 
III 1 te i | > frul i 7 \'/r . 




Studio facilities 

U. S. and Canadian stations 
arc well-equipped to handle 
local live commercials; 80% 
reported permanent facilities. 
Of this group, 98# had liv- 
ing room sets, 87% had kitch- 
en sets. 7o% had outdoor sets. 




Concert music 

Spurred by recorded music 
and hi-fi Loom, concert mu*ie 
programing has gained no- 
ticeably. This year, 78% of 
all station* schedule it. f.a*t 
year, figure stood at 61'.. 
Group rovers Canada and U.S. 




JSVjiro radio 

1919-1951 boom in Negro 
radio is continuing, although 
at slow rate. Today, 291? of 
all U. S. stations have Negro- 
appeal show-. Last year, 
figure wa» 25%. Total week- 
ly hour* are up for many. 



penalized programing accelerates 

Sponsor Services, details program trends as shown by survey of U.S.. Canada 



nadian group. 67% of the radio and 
60% of the tv outlets returned data 
forms. In both cases, the returns were 
a gain over those of 1954. 

Timebuyers, account men and radio- 
tv executives will find much in Buyers' 
Guide to enable them to evaluate sta- 
tions and local programs when build- 
ing spot campaign^. 

Under the direction of Bernard 
Piatt, president of SPONSOR Services, 
Inc., and Karolyn Richman. research 
director, staffers sifted over 40,000 ra- 
dio and 10.000 tv items of time buying 
information. The result is a basic time 
buying tool — a station-by-station list- 
ing of hundreds of local program pat- 
terns. In addition, there are special 
categories wherein stations are grouped 
under various programing specialties 
to further aid radio-tv buyers. 

These include: Music, Sports. Fea- 
ture Films, Farm. Religious, Home- 
making. Foreign Language, Negro and 
many others. 

Analysis by sponsor editors of the 
thousands of filled-in questionnaires 



brought this picture of U.S. and Ca- 
nadian local radio and television into 
focus : 

• Local Radio: Radio outlets are 
staying on the air later than they did 
last season, hence are broadcasting 
more radio program hours. The per- 
centage of daytime-only radio stations 
has dwindled from 33 to 29% of the 
total since 1954. 

The big local radio news continues 
to be music. 

A total of 92% of the responding 
radio outlets carry popular music 
shows today, compared with 88% last 
year. More than one out of 10 stations 
carries 75 or more music hours per 
week. In almost all cases, these shows 
are built around the ever-popular disk 
jockey, and are interspersed with news- 
casts. 

But the music programing isn't con- 
fined to d.j.'s with a stack of "pop"' or 
"rhythm V blues" records. Light and 
classical concert music now counts 
more outlets than ever: 78% for 1955, 
as compared with over 61% a year 



ago. Most of the outlets, are big-city 
stations. But, interestingly, 18% of 
ihe farm stations now air programs of 
this type, as compared with only 5% 
last year. 

Folk music, too, has grown steadily. 
Last year, 65% of the responding sta- 
tions aired folk music programs. This 
year, the figure stands at 77%. 

Another area in which stations are 
making stepped-up efforts to reach au- 
diences with specialized tastes is that 
of various "Service" program- re- 
ligious, farm, homemaking and pro- 
graming slanted to minority I racial or 
language) groups. 

Here, the most striking jump is ifi 
religious programing. Toda\. 83% of 
the stations air religious programs- 
many sponsored by local advertisers 
as compared with the 1951 figure of 
54%. 

Other local-level radio programing 
gains: 

Farm programing has edged up- 
ward; last sear. 64% of radio stations 
(Please turn to page 921 



HHiicinakiiig shows 

•ain has been made in the 
•ereentage of tv stations 
arrying homemaker shows, 
*p from 81% to 907c. But 
hows are broader in scope, 
ange from fashion and dec- 
rating to child psychology. 




Sports shows 

Local live l\ -porl-raM- are 
on the downgrade, due per- 
haps to brUk radio competi- 
tion, higli prices. Figure 
ha* dropped from 1931 level 
to 42% to 1955 figure of 
31%. Sports new - ha- gained. 




Savarin perk lo h I in NX 



Consistent air use in |sasi 10 years, a "qua lily" approach and a 
catchy slogan helped Savarin coffee rise in a strong second 
in a tons>ii market. Tv and radio budget: ahout 8425.000 



r 



Savarin climbed from 9th place 
in N.Y. to 2nd in nine years 

Coffee brands in the New York market 
lined up as follows early in 1955, ac- 
cording to a leading grocery survey: 



I, 


Maxwell 11 hum" 


2. 




3. 


Chock full o'Nuts 


1. 


l!<c<li-\nt 


r >. 


Kill ITS 


6. 


Martinson's 


7. 


Chase & Sanborn 


8 


Old Dutch 


9. 


Sanka 


10 


Mi-daglia d'Oro* 


\\ red an II a 


d'Oro Is packed by same com 


liany i:s Savarin. Medaglla runs a satura 


Hon rai.iimicn on WO.XH In winter, spring 



Mi Jean Aiithehne Brillat-Savarin, the 
French gourmet, could visit New York 
todav and see how many people buy 
the coffee brand which was named 
after him many years ago. he would 
probably exclaim. "Voila! C'est niag- 
nifique!" 

And if somebody told him that in 
the past nine \ears. Savarin has 
climbed from ninth place in sales to a 
strong second in thai highly competi- 
tive market, lie might go so far as to 
say, "Tipns! Est-ce \ rat?" 

Savarin had to compete against a 
virtual army of other national and lo- 
cal brands in the New York market, 
most of them well supported by adver- 



Top ratings arc parmrcd by Savarin** "Saturday Nisihl News" show on \YKC.\-T\, which 
follows "Hi! Parade." This, 15-niinute stanza is in fifth year for firm, Was fust tv buy 




Using. How did they do it? 

Here's the clue that stands out. For 
more than 10 years. Savarin has been 
devoting a large portion of its budget 
to air media — at first to radio alone, 
then, since 1950, to tv as well. So ef- 
fective has the approach been in put- 
ting over Sa\ arm's "quality'" story that 
today Savarin spends some 75'^ of its 
ad budget in tv and radio -predomi- 
nantly tv. sponsor estimates that Sav- 
arin's current air expenditure comes 
to about S 425,000 for 1955. The rest 
of the budget goes for subway posters 
and newspapers. 

Savarin's sales growth closely paral- 
lels its air investments, according to 
the Lawrence C. Cumbinner Advertis- 
ing Agency* New i ork. which has been 
handling Savarin since 1915. The air 
budget has quadrupled since the ac- 
count came to them. sa\s Paul G. Cum- 
binner. radio and t\ director of the 
agency. 

Another view of Savarin's growth 
conies from John Ma/./.ei, advertising 
manager of S. A. Schonbnmn & Co., 
New ^ ork. Savarin roasters and pack- 
ers, lie states that when the\ first 
started advertising Savarin back in 
1910. the average advertising cost per 
pound was over 10c; lodav the ad cost 
is down lo less than He. They now do 
in one dav the business thai thej used 
to do in a \car. sa\s Ma/./.ei. 

Savarin ha- managed to secure an 
enviable s;ilcs position in a lough mar- 
ket, ll has also managed to pin down 
some choice, hard-to-gct video time 
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I.D.'s between major tv shows are keystone of 
Savarin campaign. Most are held long time 

Bulk of tv buflgpt goes for I.D.*s between such 
shows as "Sid Caesar" and "Medic" (WRCA- 
TY), before "Toan of the Town" (WCBS-TY). 




slots in Class "A" time on leading 
New York tv stations. 

Savaritt pitches its "coffee-er coffee'' 
chiefly in 10-second I.D.'s on WRCA- 
TV and WCBS-TV. slotted next to top- 
rated nighttime network video shows; 
on its own 15-minute Saturday Night 
News program (11-11:15 p.m.) on 
WRCA-TV (which has achieved top 
ratings on its own hook) ; and in five- 
night-a-wcek participations in the late- 
night Tex and Jinx radio program on 
YVRCA. 

The above-mentioned I.D.'s appear 
as follows: One at 8:00 p.m. Sunday 
night imniediatelv preceding Toast of 
the Town on WCBS-TV. One at 9:00 
p.m. Monday nights between Sid Cae- 
sar and Medic on WRCA-TV. One at 
10:00 p.m. Wednesday nights (20 sec- 
onds) between Kraft Tv Theatre and 
This Is Your Life on WRCA-TV; and 
three nights a week, the 11:00 p.m. 
I.I), between WRCA-TV's news and 
Uncle JVetherbee. 

Savarin's news show on Saturday 
night at 11:00 p.m., following the //// 
Parade, is now in its fifth year on 
WRCA-TV. Featuring Bob Wilson as 
newscaster and, till recent 1) Jean Alex- 
ander as the commercial hostess for 
Savarin, the program has pulled down 
substantial ratings. Nielsen New York 
Area Tv Ratings for January 1955 
gave the show a 27.7. only a few points 
lower that the //// Parade which pre- 
cedes it. This, says the agency, makes 
the program the highest-rated local 



news show in the U.S. (Nielsen). In 
New York, it frequently beats out all 
other news shows, including those on 
the networks. For instance, it more 
than doubles the audience of the Camel 
News Caravan (NBC TV, 7:45-8:00 
p.m.) on an average weekday night: 
Camel rating stood at 11.7 in Niel- 
sen's January report. 

Though heaviest advertising is in 
New York, tv is also used in Philadel- 
phia (WCAU-TV). in New Haven 
(WNHC-TV) and in Hartford 
(WKNB-TV). 

Much of the effectiveness of the ad- 
vertising the agency attributes to the 
apt and fortunate slogan which was 



case history 

linn 



(beamed up for Savarin about ft\e 
years ago — '"It's coffee-er coffee!" This 
slogan keynotes all of Savarin's adver- 
tising, both air ami print. It has come 
in for some joshing from professional 
comics (among others. Boh and Ray 
not so long ago did a bit on "The 
tea-er coffee ' I . "We don I tniml." s:ns 
Paul Gumhinner. who welcomes the 
extra publicity. 

A secondary slogan serves to rein- 
force the "quality idea: "The coffee 
served at the Waldorf-Astoria.'' This 
is cbieflv promoted by Tex and Jinx 
who happen to broadcast from the 



Waldorf-Astoria (Savarin, incidental" 
ly, was Tex and Jinx' first commercial 
sponsor on their old \\ NBC morning 
radio show in 1947.) 

Savarin commercials run in 10-sec- 
ond 1. 13,, in 20-second and in oite- 
minute lengths, both live and film. The 
one-minute films feature endorsements 
of the product by such names as Gladys 
Swarlhout, Constance Bennett. Eva Ga- 
l-or, Arlene Francis. Maria Riva. On 
Bob Wilson's news show Saturday 
nights. Bob himself now does the com- 
mercials. I Jean Alexander handled the 
live pitches on their program for over 
four years; new tack is recent.) 

Three little animated coffee pots ap- 
pear frequently in the shorter plugs, 
| are also tags lor live pitches. Savarin's 
animated commercials are generally 
backed by deep, mellifluous male 
I voices. The original \ oice for Savarin 
on radio was Frank Gallup, who 
gained fame for his eerie announcing 
chores on the t\ drama series. Lights 
Cut. Since then, several announcers 
haw been used, most of them chosen 
for the rich, mellow qualities of their 
voices — considered appropriate for 
talking about the similar qualities itt 
Savarin. 

W ho arc the men behind Sa\arin's 
ad\ erti-ing planning. 1 hey are a close- 
knit company -agency team compri-ed 
of Milton Goodman, president of Gum- 
hinner: Paul Gumhinner: John Ma/ 
zet. who heads ad\ erti-ing aitd pro- 
i Please turn to page III I 
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CHART ABOVE is based on formula developed as planning aid 
for Colgate's ad agencies. Note that spot frequency is geometric; 
in triple home-i-reaelied, you must boost spot frequency about 10 



times. Rating point levels in chart lefer to simple arithmetic sum of 
ratings of time slots you're buying in major city. Formula is guide, 
not absolute, but ino*t veteran timebuyers n>e comparable formulas. 




How much spot 
radio do voii need ? 

100 ;ni ii on ii coin <mi is a nock in major cities 
is ''average saturation." Imycrs surest 
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^^ou want lo clobber the radio audi- 
ence. 

Hut the questions come rapidly: 

"How much spot radio do 1 need fo- 
da\ to make a real impression? ' 

"What's all this going to cost me?" 

"Just what is 'saturation radio' ex- 
actly ?" 

Chance* are. you'll know some of 
the answers. 

^ ou know, for instance, that there 
are more I .S. radio homes than ever 
and more radios in those homes and 
nlore round-the-clock listening. You 
know that more stations- -nearly 2,700 

compete for todai's radio audience. 

Therefore your saturation campaign 
has to he big enough to make a notice- 
able splash in this huge electronic 
ocean. 

You also know that your campaign, 
whatever the final plan will he, won t 
cost you pre-war prices for each an- 
nouncement. Or even 1 947-1 918 prices. 
Stations and reps now sell spot radio 
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iii the large economy size — package 
plans, saturation plans, special dis- 
counts to heavy u s ers. 

Therefore >ou'll get a lot of mileage 
today out of your spot radio dollar. 

You're determined to find the rest of 
the answers, because you've got a prob- 
lem and you think saturation spot ra- 
dio will be your gimmick. 

Perhaps vour biggest competitor is 
pounding away in your best markets 
so bard he's stealing your customers in 
carload lots. 

Mavbe you've got a new food or 
drug product, and you want to stir 
up huge consumer demand before the 
other brands know what hit them. 

Possibly your problem is seasonal. 
You're unveiling your new line of cars. 
You're pushing a beverage item as the 
hot weather season starts. You're tie- 
ing in with a calendar date, like Moth- 
er's Day or Christmas. 

Or, you just want to give your sales 
curve in a problem market a good, 
bard shove upward. 

You call up your agency contact, 
The account man or the chief time- 
buyer, or both. You start firing your 
questions, but you won't get nice, pat 
answers. 

"There's no over-all formula that 
solves everything for every bod}." 
they're most likely to reply. "Satura- 
tion radio is a lot of different things 
to a lot of different advertisers."' 

You mutter something under your 
breath about how agencymen like to 
duck a direct question. Then, as you 
probe further and realize the delicate 
balances involved in planning a satura- 
tion spot radio campaign, you begin to 
realize that they're not stalling. 

There isn't any perfect formula. 

But there are some very valuable 
sign posts. 

What is "saturation?" A chemist 
will tell you that "saturation" means to 
make "the greatest possible amount of 
a substance unite with another through 
solution." More simply, it means to 
soak something completely. 

In air advertising tactics today, 
saturation means pretty much the same 
thing — "soaking'" the radio homes in 
a market thorough!) with your spot 
schedules. 

The outer bunt is obvious. If you 
readied all of the homes in a market 
at least once during a week, you cer- 
tainly could claim 100% saturation. 

But even if you bought up all the 



ladio availabilities around the dock 
on all radio outlet* in a market, \ou 
could never hit 10() r ' of homes. You 
wouldn't do badlv, though. About 
98fc of all the homes in major mar- 
kets have one or more radios. And. 
about nine out of 10 radio home*, ra- 




how-to-do-it 

llllllllllllllllllllllllllllll 

dio researchers figure, use their radios 
sometime during the course of a week. 

To pound on 90^ of the radio 
homes in a week, however, would in- 
volve the biggest ad budget v ou can 
imagine. One Young & Rubicam staff- 
er's guess: "about $200,000 per major 
market per week." 

Saturation spot radio, in practical 
terms, therefore, means something less 
than the dictionary definition of 100/r 
"saturation" or even reaching all of 
the radio homes. 

Generally, it means "reaching a 
great many radio homes several times 
in a short period. ' Or in other words 
enough to get the whole market im- 
pressed with your product through ad- 
vertising plus word-of-moutb. 

But just how many homes and how 
often, as related to practical advertis- 
ing budgets, is a matter for individual 



de< i-ion and a^en<-\ deliberation*. 

Blow iihiii?/ hanifs? |f ^ott want a 
-pot radio campaign that is »eneraliy 
t oii.-idered "saturation." vou'll have a 
choice to make right at the start: 

1. Tr> for the broadest possible 
number of home-, and sacrifice fre- 
quency of impression* on each home. 

2. Settle for fewer homes reached, 
and hit them as often as \ou can. 

Or, you maj want to compromise. 
^ ou nun want both a fairlv broad base 
of homes, and a reasonable frequency. 

Here s what some of the exi>erts con- 
tacted b\ SPONsOli in a survey of a 
dozen top ad agencies had to say: 

"\ ou ought to use enough spot ra- 
dio to reach 40 to 50% of the radio 
homes per week in a market if you 
want to 'saturate' the market,'' said a 
media executive of Ted Bates. 

''I'd put the weekly 'saturation' level 
at no less than SO^K" said Ann Jano- 
wicz, timebuyer at Ogilvy, Benson & 
Mather. 

"I'd certain!) say 50% of the homes 
at lea*l once or twice on a weeklv ba- 
sis, and I'd put the four-week target 
at 70% of the radio homes," said Dr. 
L)iidon Brown, research v.p. of Danc- 
er- Fitzgerald-Sample. 

The SO^-of-homcs-weekly level, in- 
cidentally, was the consensus. 

(Please lurn to page 88) 



This is saturation: buy enough radio 
to reach 50% of homes on weekly basis 

► HOMES REACliKD: To reach 90 f /c of the radio homes in a 
major market with spot radio in a week would require mas- 
sive spot pressure. Most large ugennV- today agree that a 
campaign which reaches oO^r of radio homes in one week. 
70% in four weeks represents adequate radio '"saturation." 

► frequencies: Research formulas show, in general, that you 
need huge multiple- of spot announcements to keep the 
"home? reached" curve going up. Timobuyer- feel, however, 
that rale of about 100 spot announcements weekly in major 
cities will do "saturation** job. reach half of radio homes. 

► BUDGETS: Co-t of -pot "maximum effort" might amount 
to $4,000,000 annually to cover L'.S. ycar-'ronnd. Hence, 
many all-out campaign- are of short duration, from two to 
eight weeks. But "average saturation"" campaign (see 
chart, ahove left) in top 50 markets can he bought for 
around $250,000 for 13 weeks, ahout SI. 000.000 annually. 
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Chief prober John Cogley: Hi- says hi.- aim, as director of 'Die Fund for the Republic's talent study, is to 
"-hed light on the political criteria now being used by the radio-tv industry in hiring talent.'' A journalist 
I farmer executive editor of "The Commonweal," a Catholic magazine), Cogley has staff of eight researchers 

Blacklist probe: meaning to admen 

Fund for flu* Itcpulilic is studying hiring' practices in radio-tv. Herein, its 
objectives and approach pins reactions to tlie study from aduieu 



nine lime late this summer the sub- 
ject of lalcul Mat klisting will probably 
( rnji up in iht' ii ilion's newspaper- 
again follow iiig iclc;i-o of ;i Fund for 
the Republic report on lalcul hiring 
practice- now enlciiiig il- final stages 
of re-eanh. 

\\ hat ran admen expect as a result 
of the repoil? \\ lull does il -eek to 
n<< otnpli-li 

Mt)\*>(in sought an-wer- to these 
tpicsttoii- lo help guide executive read- 
er- who are concerned in general with 
public relations aiising out of t oin- 
panv programing or who nia\ have 
tin it -eh e- hecn approached for infor- 
ii illoti \<\ ibe |' iiml for the Republic 

-i.df 



Main admen have already been ap- 
proached or have seen Fund research- 
ers, hale hr.-l month, for example. 200 
iniporlanl executives in firms which 
sponsor radio and telev ision shows re- 
ceived a letter from the Fund asking 
foi information on talent hiring pro- 
cedure. The letter- will supplement hi- 
lei views being conducted among ad- 
vertisers, agencies, networks, talent 
and union officials. All lohl I he Fund 
expects lo talk to f>00 people In the 
time it conclude- it- near->d 00.000 
-tudv this summer . 

1 1 KM" are highlight fact- about the 
-tudv . 

1. // li'il ix Fund jor the Republic? 
1 1 i- an independent organization es- 
tablished bv the Ford Foundation. It 



has a $15 million grant lo use in civil 
liberties projects, of which the most 
active currently is the talent hiring 
study which the Fund terms its Filler- 
tatniTient Project. Another project in 
the planning stage: packaging of a tv 
show which might he made available 
for commercial sponsorship a la Omni- 
bus, which is produced bv the parent 
Ford Foundation. 

President of the Fund is Robert M. 
Iltilchins, former I niversilv of Chi- 
cago chancellor; chairman of the 
Fund board is Paul C Hoffman. The 
Fnteilainment Project is headed up by 
John Cogley. former executive editor 
of Commonweal, lay Catholic publica- 
tion. 
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2. What is the objective of the 
study? SPONSOR put this question to 
John Cogley. He stated: '"We would 
like to report the position the industry 
as a whole takes on the civil libertie> 
issue involved. That is, should known 
Communists be kept off the air, fellow 
travelers, persons with dubious past 
political associations, anyone named in 
Red Channels, etc.? We would like to 
be able to report where the industry 
draws the line, why it does and what 
objective standards are used to deter- 
mine who falls into the unemployable 
category. We believe the criteria need 
to be aired, to be made public. Then 
these criteria can be accepted or re- 
jected by the public." 

3. Will the study name agencies or 
advertisers as having blacklisted tal- 
ent? As far as SPONSOR could deter- 
mine, the answer is no. The report, it 
was said, will probably reach general 
conclusions rather than pointing to in- 
dividuals or companies. 

4. How ivulespread is blacklisting 
in the findings of the Fund? States 
John Cogley: "Virtually everyone in- 
terviewed says he's against blacklist- 
ing. But further probing shows that 



political criteria for luring radio-tv 
personnel do exist. The criteria \ar\ 
from agency to agency, from client to 
client, but exist thev do."' 

SPONSOR sought reactions as to what 
the stud\ might mean from executives 
at major agencies, uncovered several 
who had themselves been interviewed 
by Fund researcher-. The quotes which 
follow show a range of opinion, in- 
cluding those who regard the Fund 
project as doomed to usclessness and 
some who welcome it. 

Said the radio-tv director at one of 
the top 20 radio-tv agencies: '"This 
group won't accomplish anything. 
They'll have a hard time getting a re- 
action from people about this — people 
will just clam up. No one's going to 
be completely truthful. 

"It's still the sponsor s money. He- 
spending million to create good will. 
Why should he go out on the limb and 
offend somebody — be it a majority or 
a minority? It's the clients who gen- 
erally set up the criteria because 
thev re the ones who get the letters. 
Thev vary in point of view, and the 
agencies and networks just try to fore- 
stall adverse client reaction. 



"Of course, we don t base am sys- 
tem of blacklisting at all. It just makes 
sense that we'd -lay clear of the 
Draper- and Paul Robe-on, and I 
wouldn t run a Chaplin film. I don't 
know why any outside group wants to 
spend a lot of dough juA to find that 
out. \\ hat can they do about it any- 
how ?" 

Said a top radio-tv executive of an 
agency that had hit the headlines in 
the Matusow case: "At my level 1 don't 
care whether there's a survey or not, 
but it can t serve any useful function. 
They won t find out anything. We have 
certain specifications for hiring people. 
Another agency has other specifica- 
tions. What do I care what their cri- 
teria are?" 

The head of a major agency's legal 
department made these comments: 
"The Fund impressed me as being a 
group of earnest people. Thev had 
talked to many before me. It's a fact- 
finding job they're doing, and they 
conducted a factual research inter- 
view .'" 

The radio-tv v.p. of a top 10 agency 
said succinctly : "They spoke to me and 
{Please turn to page 9\) 



QUOTES FROM AGENCYMEN ON BLACKLISTING PROBE 



"Thi< group won't accomplish anything. 
It's still the sponsor's money. He's spend- 
ing millions to create good will. Why 
should he go out on the limb and offend 
somebody- he it a majority or a minor- 
ity? It'- the clients who generally set up 
the criteria because they re the ones who 
get the letters . . . and the agencies and 
networks just try to forestall adverse cli- 
ent reactions." 

Radio-tv director of one of 
the lop 20 radio-tv agencies 



"I'm delighted that the Fund is doing thi- 
job. We've been running into terrible 
problems at times — all kinds of phone 
calls from clients because of letters or 
calls they in turn have had. It would be 
very tough for a job like this to be under- 
taken within the industry . . . \\ hy it - 
gotten to the point where one of our 
clients even suspected a big network va- 
riety show because he was doubtful of 
the loyalties of some of the gue-t talent. 
. . . At an agency you're under constant 
client pressure. That's why I'm glad this 
ont-ide group i- undertaking the job." 

Radio-tv v.p. of one of the 
top 30 radio-tv agencies 



"At my level 1 don't care whether there's 
a survey or not. but it can"t serve any 
useful function. They won't find out any- 
thing. We have certain specifications for 
hiring people. Another agency has other 
specifications. What do 1 care what their 
criteria are? I don't care if there's a 
study or not. and don't you draw any 
conclusions from that.'' 

A top radio-tv executive 



"The Fund impressed me as being a 
group of earne-t people. They had talked 
to many before me. It's a fact finding 
job they're doing, and they conducted a 
factual research interview." 

Head of a major agency's 
, legal department 



"They (the Fund) mentioned other- in 
the agency that they wanted to talk to. 
but no one else would talk. They ha\e a 
bunch of people going around to talk to 
agencie-. but they don't know anything 
specific. It's j list not in our interest to 
di-euss this subject." 

Radio-tv v.p. of one of the 
top 10 radio-tv agencies 




story of a tv test 

"St si riling" is the way ISAM at! 
manager describes sales after first 
half of April. Increase hit 370% 



Grocer* arc r-miling: as B&.M sales skyrocket. 
Il's been easier to gel displays like this one set 
up as result of tv campaign. Sales in April rose 
despite imminence of tax on inventory (see text) 




for f/ie /Zr.s/ //hip in television and trade paper history, 
SPONSOR is able to report results of a tv test campaign as 
they happen, sponsor recently revealed that Bnrnhain & 
Morrill Co. had launched a campaign using tv only in a 
market where it had never advertised before and ivherc 
sales of its oven-baked beans and brown bread tverc low. 
Objective: to see if tv alone could boost sates. 

This is sponsor's second major series on media. The 
first was sponsor's two-year All-Media Evaluation Study 
(recently published in book form). The All-Media Study 
explored the role of each major advertising medium, urged 
advertisers to test media. The present B&M campaign is 
one ease of an advertiser turning to a media test in the 
effort to solve a marketing problem. 

* » * 

J \. is startling to get an increase of this kind in such 
a short period." 

This is the reaction of \Y. G. iNorlhgraves, Burnhani & 
Morrill advertising manager, to sales in the Given Bay, 
Wis., test area after II weeks of television. The late>t 
figures show a 370'* increase the first half of April this 
}ear compared with the like period in 1951. Total sales 
for the 1 1 weeks of television reported thus far are 75' t 
aho\e the same period last year. 

To see the full picture of how 1055 sales compare with 
la-t year's, consult the chart on the page opposite. It 
shows total sales of the B&M hean and hrown bread prod- 
ucts for each of the two- week periods reported thus far 
in sponsor. \ote how the increase in sales during 1935 
begins to point upward at a stepped up rate as the effect 
of television builds up. 

The recent ri a e is even more impressive, say veteran 
grocer) men in I he area, when you consider it was achieved 



in the face of a Wisconsin state tax on inventories which 
falls due 1 May. \\ isconsin wholesalers try to cut orders 
for all products ihey cannot be sure of moving quickly 
during the month of April, would not have ordered large 
quantities of B&M products unless they were fully confi- 
dent of demand. Reason: the Wisconsin inventory tax: is 
5%. which would virtually wipe out profit on B&M prod- 
ucts still in stock b) the end of the month. (Wholesale 
profit on B&M beans is 5 to 

Vet to be seen, how ev er, at presstime was whether whole- 
salers would continue their heav ily increased ordering dur- 
ing the second half of April a< the tax deadline drew near. 

Will Burnham & Morrill go into television heavily for 
the first time on the basis of Green Bay test results thus 
far? 

\orthgraves had this an.-wer for SPONSOR; ''When the 
tune for 1956 planning rolls around, we would be most 
remiss if we didn't give television heavy consideration. 
There are many other markets corresponding in general 
to this test area as far as our sales position is concerned 

TEST IN A NUT-SHELL 

PRODUCTS: B&M beans and brown bread 
AGENCY; tiUDO, Boston 

MARKET: 100-mile zone around Green Bay, Wis. 

media USED: television only 

past ADVERTISING: almost none In area 

SUCCESS YARDSTICK: sales, Increased distribution 

BUDGET: $12,. r >00 

DURATION: six months 

schedule: 6-min annets wkly, most in afternoon 
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Where will sales be after 

six months of television ? 
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END OF WEEK 1 



END OF WEEK 3 



END OF WEEK 5 



END OF WEEK 7 



END OF WEEK 9 



END OF WEEK 11 



which might respond to a similar campaign. ' 

Unlike most advertising managers who cannot be sure 
just what is increasing sales because they employ several 
media, Northgraves is able to isolate results in the Green 
Bay test. Only television is being used as compared with 
last vear when there was no real advertising effort in the 
market. 

Northgraves attributes the success of the campaign to 
the copy approach as well as the medium. He said: 
"WBAY-TV deserves a lot of credit for taking the copy 
platform we provided and working it into commercials 
given in the style of local talent. It's proved to us that 
careful descriptive copy can be engineered into a com- 
paratively short announcement." 

Here are some excerpts from copy on the air currently: 

"Hi there, I'm Cap'n Hal; and you know, you'll always 
find something good to eat in your cupboard when you've 
got a supply of B&M Brick Oven Baked Beans on hand. . . 

"You see, B&M Brick Oven Baked Beans are made from 
a recipe generations old. It calls for choice beans, pork 
and rich molasses sauce baked together in open bean pots 
all day long to golden brown perfection. . . 

"Here's a real Yankee dinner . . . B&M Brick Oven 
Baked Beans and brown bread. Serve them soon but make 
sure you get the genuine B&M brand. Look for the orange 
and blue label and the oval trademark with the letters 
B&M!" 

Northgraves points to the full story of how B&M beans 
are prepared as a vital factor in convincing the housewife 
that there's a reason she should pay considerably more 
for oven-baked beans than for the can-cooked variety. He 
feels that description of the product label and trademark 
is equally important to make sure the housewife doesn't 
end up picking some other variety of oven-baked beans 
off the shelf. " ★ ★ ★ 
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TH WEEK OF B&M 26-WEEK TV TEST 



This is tin- u-eek-liy-weeli inside report of 
uli::t lianneus to o preriously mtadrertised 
product in a weak market ir/ipn only 
one medium is used to stimulate sol<-s 

Results: Sales for all B&M test products in 
the Green Bay area totaled 1.644 dozen cans 
during the first half of April. In the same 
period last year sales were, only .'-550 dozen 
cans. This 370 r ? increase was accomplished 
despite imminence of a 5 r '< tax on inventories 
which causes wholesalers to slow down in or- 
dering unless they arc confident the prod- 
uct will more off their shelves quickly. 



Distribution : U ■ hile distribution of brown 
bread particularly has increased, one major 
local cliain still refuses to stock B&M beans. 
K ram bo, which has 30 stores, still says it has 
enough varieties of beans on its shelves with- 
out adding B&M. ft has its own private label 
brand of oven-baked beans. But Otto L. 
Kuchn, B&M's broker in the territory, still 
hopes to crack Krambo after the chain has 
had a better chance to observe how television 
has built demand for the B&M line. 
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Yes, (here is a time buying machine 

This satire on n machine thai buys lime was written by SUA's 

Tom Flanagan. His inspiration: a recent "Timebnyers at Work" coliiinn 



e quote herewith from a state- 
ment bv William 15. kroske. of Ketch- 
uii). MacLeod & Grove, Pittsburgh, in 
si'onsoh iTimebm ers at work): 

"Incidentally, I hear tell of bin - 
eis in New \ ork Inning by ma- 
chine. It— inconceivable to me 
that a buver could feed coverage. 



rating and cost info into a ma- 
chine and come up with an in- 
telligent buying decision." 
^ es. Mill, you can feed coverage, rat- 
ing and cost info into a machine, as 
well as availabilities, and come up 
with an intelligent buying decision. 
Doubts that a machine can accom- 



Time buying robot gels fact> at one end, turns out orders at other. Toni Flanagan says 
machine will automatically reject inadequate ratings, but ran'l he taken out to luncheons 





plish such things only reflect the skep- 
ticism of a skeptical age. 

The telephone company has been us- 
ing machines that make decisions for 
30 years. General Electric engineers 
assure us that '"We shall soon have 
machines that sense, feel and count 
(computers) capable of logical deci- 
sions." 

So you see. Mill, time buying ma- 
chines can make intelligent buving de- 
cisions, and the\ exbt. just as sure as 
the idea of a flying machine did exist 
in the minds of the Wright Brothers: 
just as sure as the current generation 
of boys know that we will have a space 
moon, space ships and trips to the 
planets. 

So, Mill, you and the other timebuv- 
ers will have the stimulating experi- 
ence of moving into new fields of 
agency work: becau c, Bill, 10 years 
from now it is quite true that the only 
people employed ma\ be truck drivers 
and advertising men. Automation and 
cybernetics will do all the rest of our 
work for us. 

I carried to Oklahoma City recent- 
ly, at a meeting of the Southwestern 
Advertising Agencies Association, the 
big news about the advertising copv- 
writing machine that is now producing 
good, normal S90 a week copy, and is 
expected to produce good $120 a week 
copy when transistors are perfected 
and available. 

At the Radio Mound-Up of the sales- 
men and executives of our members 
early in March, I described the work- 
ings of this time buying machine, in- 
cluding the fact that there is a rejec- 
tion slot for inadequate and grossly 
incomplete radio audience ratings. The 
machine will not even consider them. 
Of con isc the machine also will give 
no consideration to local cut-rates for 
national advertisers. 

1 think the consensus on Madison 
Avenue is that many tiiuebuyers will 
go into the research department to do 
(Please turn lo page 81) 
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TABLE CONVERTS FILM FOOTAGE TO TIME OK VICE VERSA 
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Chart simplifies task for busy television, ailissen. procUieers. editors 



WW hat's the running time on the 
air of 147 feet of 35 mm. film?" 

"How many feet of 16 mm. film are 
there in a lO-second iv 'I.D.'?'' 

You can solve time-and-foota<ie 
problems like these with a stop watch 
and a tape measure — if you've got 
plenty of time on your hands. 

But a quicker and easier wa\ ap- 
pears above in the form of the conver- 
sion table prepared by Screen Gems 
Technical Director Peter Keane for use 



by tv film men. It's based on stand- 
ard rate of film travel. 

Although invaluable to tv film edi- 
tors, the chart is not for them alone. 
Aecount men, copywriters, producers, 
tiniebuyers, ad managers all may face 
the problem of computing the correct 
length or running time of tv films. 

Here's how it works: To convert 
odd chunks of 35 or 16 mm. film into 
time, accurate within a third of a sec- 
ond, break the film length down into 



the lengths shown in the tables (thou- 
sands, then hundreds, then multiples 
of 10, then single feet I and add up the 
limes to get an answer. A 35mm. film 
2.647 feet long breaks down to 1.800 
feet 1 20 min.). 81 0 feet (9 inin.). .'50 
feet l 20 r-ec.) an.l 7 feet (5 -ec. I . To- 
tal: 29 minutes ami 25 seconds. 

To convert time into foota.e. the 
process i> merely reversed. \dd the 
footage counts for the nearest number 
of whole minutes, then seconds. * * * 
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SI ratings if tip 

Chart covers half-hcur syndicated film prolan 

I 



UJ! 



Top 7 0 shows in 10 or more markets 
Period 1-7 March 7955 

TITLE. SYND1CAT0R. PRODUCER. SHOW TYPE 



1 Led Three Lives, Ziv |D) 



Waterfront. MCA, Roland Reed (A) 



Cisco Kid. Ziv (W) 



Vavorite Story. Ziv (D) 



Mr. District Attorney, Ziv (A) 



Badge 714, NBC Film (D) 



.S'll|>«TIII«ll. Flamingo, R. Maxwell (K) 



All nit* Oaklet/. CBS Film, Flying A (WJ 



tAberuce, Guild Films (Mu.) 



Stories of the Centura, Hollywood TV (W) 



Average 
rating 



2 / .» 



20.2 



20.1 



20.1 



20.1 



20.0 



1U. 



li).4 



m. 



1 7. ft 



7- STATION 
MARKETS 



N.Y. 



LA. 



6.7 74.8 



wabc-tv 
10:00pm 



kttv 
S :30pm 



6.8 79.5 



wabd 
7 30pm 



kttv 

' :30pm 

73.2 

kttv 

6 :30pm 



5.6 7 7.0 



wabe-tv 
10:30pm 



knxt 
10:00pm 



7.8 76.9 



wor-tv 
9 :00pm 



kttv 
? :30pm 



72.0 72.0 



wrca-tv 
0 :00pm 



kttv 

:00pm 



73.4 78.2 



whs-tv 
5:30pm 



kttv 
7 :00pm 



5.7 8.0 



wplx 
t> :30pm 



kttv 
S :30pm 



74.0 

kttv 

9 :00pm 



5-STATION 
MARKETS 



Boston Mnpls S. Fran 



27.0 23.0 20.0 



wnac-tv 
7 :00pm 



kstp-tv 
9:30pm 



kron-tv 
10:30pm 



2.7 20.3 



keyd-tv 
7 :00pm 



kron tv 
8 :30pm 



72.5 22.3 20.7 



wnac-tv 
6 :00pm 



wcro- tv 
4:30pm 



kron-tv 
6:30pm 



0.7 79.5 9.4 



kron-tv 
7 :00pm 



wjar-tv 
10 :00pm 



weeo-tv 
9 ;00pm 



20.0 77.5 79.3 



wnac-tv 
10:30pm 



kstp-tv 
7 :30pm 



kron-tv 
10:30pm 



79.7 24.7 27.2 



wnac-tv 
6 :30pm 



kstp-tv 
9 :30pm 



kpix 
9:00pm 



76.7 7 7.7 20.0 



wnac-tv 
6:30pm 

75.7 

wbz-tv 
6:00pm 



wmin 
11:30am 



kKo-tv 
6 :30pm 

74.7 

kKO-tV 

6:30pm 



76.2 77.5 26.7 

wbz-tv weeo-tv kpli 
3 :00pm 7 :00pm 9 :30pm 



76.3 77.3 7.0 



wnac-tv 
G :00pm 



wtcn-tv 
5:00nm 



kovr- tv 
7 :00pm 



4-STAT10N MARKETS 

Seattle- 
Atlanta Chicago Detroit Taeoma Wash. 



75.7 73.2 7 7.3 75.4 20.3 



w>h-tv 
I0:30nni 

72.3 

waea- tv 
7 :00pm 



wen tv 
9 :30pm 



wjbk-tv 
10:30pm 



ktnt-tv 
; :00pm 



WTC tv 

10 '30pm 



75.3 22.7 27.7 



wxyz-tv 
7 ;00pm 



komo- tv 
8:30pm 



wt/>n-tv 
9 :30pm 



73.2 22.7 23.0 78.4 



waga-tv 
7 :00pm 

79.5 

wapa- tv 
7 00pm 



whkb 
5:00pm 



WTVZtV 

6:30pm 



komo-tv 
7 :00pm 



6.3 78.0 



wjbk-tv 
7 :00pm 



klnK-tv 
S :0Opm 



22.4 72.5 75.0 22.4 70.7 



w-sb- tv 
7 :00pm 



wbkb 

9 :30pm 



wwj tv 
10:30pm 



kinK-tv 
9 :00pm 



wroal-tv 
10:0»pm 



74.7 76.9 74.3 24.4 77.0 



wlw- a 
9:30pm 



wtm-tv 
8:0flpm 



wwj-tv 

7 :00pm 



klriK-tv 
9:30pm 



WTC-tV 

7:00pm 



26.0 79.2 26.7 9.6 78.0 



w-sb - tv 
7 :00pm 



wbkb 
5:00pm 



wxyz- tv 
6:30pm 



kine-tv 
6:00pm 



wrr- tv 
7 :00pm 



20.7 77.9 25.8 70.3 



wbkb 
J :00pm 



wxyz- tv 
4:30pm 



klnK-tv 
6 :00pm 



KttK 

7 :00pm 



4.4 9.5 8.0 24.0 8.3 



wlw -a 
8 :00pm 

75.0 

wsb-tv 
11:00pm 



wen-tv 
9 :30pm 



wwj - tv 
6 :30pm 



klnK-tv 
8 :30pm 



nit it 

9:00pm 



78.0 9.3 



klnE-tv 
9:30pm 



wtop-tv 
7 :00pm 



3-STATM 
MARKE.. 



Bait. Buffai 



74.5 3 7.212,' 

wbnl tv wben » • 
10:30pm 9'30p W 



25.0 24.ti?jl 

wmar-tv wer-t fm, 
9:30pm ".OOpiflB 



2 7.7 20.3 2; 

w-bal-tv wben-i m- 
7:00pm 7:00pn(» 



75.0 24.5 l Ii 



wbal-tv 

10:30pm 



wsr-t . 
I :00pi 



7 7.4 2 7.2,IjJ 



wbal-tv 
10:30pm 



wfrr-t m 
10 Or ti> 



22.7 26.3,14 



wbal-tv 
7 :00pm 



wben-t* 
7 :00pnii» 



30.7 

vvbal - tv 
5:30pm 

72.0 

wbal-tv 

7 :00pm 



25.7,16 

wfrr-tv 
6:30pn 



wpr-tv <<a 
3n..| 



Rank Pt*r 
now raok 



2 1 



Top 10 shows in 4 to 9 markets 



it ' it 



n ' r, 



n 



10 



Passport to Danger, ABC Film, Hal Roach (A) 
lAfv of ltilen. NBC Film, Tom McKnight (C) 
Foreign Intrigue. Sheldon Reynolds (A) 

Gene Autry, CBS Film (W) 

The Whistler, CBS Film, Joel Malone (M) 



Kit Carson, MCA, Revue Prod. (W) 



The I'alcan, NBC Film (D) 



Dong. Fairbanks Presents. Interstate TV (D) 



Mayor of the Toii-n, MCA, G.-K., R.-G. (C) 



Mini Itehind Dodge, MCA, B. Proclter (Doc.) 



21.; 



1 11.2 



in.2 



/.>..♦> 



1 1. 



I hit 



I tt.lt 



I2.» 



7.5 

krop 
8:00pui 

73.0 

kttv 
8:00pm 

3.3 9.8 

wahf tv krea 
10 :30pm 10:00pm 

9.8 

knxt 

7 :i)0pm 

7 2.3 

kl tv 

10 iiopni 

8.7 9.3 



7 7.5 74.3 

keyd-tv kron-tv 
7:30pm 10:30nm 

77.9 78.3 



kstp-tv 
0 :00pm 



kco tv 
7 :00pm 



urea tv 
i: :011pm 



kttv 
rtOpm 

70.2 

knxt 
10 -30pm 



20.7 70.3 

wabil kren 
I0:3iipm 10 :30pm 



7.3 70.6 

nebs Iv kttv 
■3 30pm s 30pm 



22.7 

wbz-tv 
10 -30pm 

79.5 

viiflr tv 
t! »Utiin 

72.7 

why. tv 
1 1 lionni 



24.0 

kron-tv 
10:30pm 



5.5 

kiwil Iv 
7 :0O|»ll 

72.2 

kstp-tv 
in .30pn\ 

6.0 

kcyd Iv 
7 30pm 



7 7.3 

wxyz tv 
10:00pm 



76.2 

wsn-tv 
9:00pm 



78.0 

wbbm-tv 
5 :30pm 



30.6 

klnc-tv 
7:30pm 



75.3 

wt*>p-lv 
7 :00pm 



73.7 

ttlw a 
I! :00pm 



26.9 

klnc-tv 
f. :00pm 

20.4 

klnK-tv 
10:00pm 



5.5 75.7 73.0 

iklw Iv klnK-tv wtop tv 
ii 30pm !l :00pm 10:30pm 



74.6 

lttnt tv 
10 -30pm 



72.5 78.5 74.3 



wsh-tv wnbn 
3:3npm 10:00pm 



v\w) tv 
7 :00pm 



9.2 

wjbk tv 
10.30pin 



5.7 

wmal-tr 
10:30pm 



72.7 

wmar-tv 
11:00pm 

74.2 

wbal-tv 
6 :00pm 

8.2 

wanm 
30:30pm 



'to 



i 



22.9 

WRV- tV 

10:30pm 



-I . nix- njt'lud tM aiUi-iiturf. IC rtdni'fly, (In ilrntna : (!»>"-) ilmumwdary . IKl kids; 

\l iitmory; >Mu) uMilial; IW vVrMi-m l'llm» limed ar«' «yinl1«n»nl, bair boiir lcnKtli. 
i, ..,( In fiatr or morr market" Tlu' avcrat-* rnlhiK U an ItnwolKlilr*! avcraKo of Individual 
i : lift ratlti;* ll-icl i*bo*< ll ank kjituv iPdlraici film not broadraM In tbH market 1 7 



— ' = I! 

Marrh While nelwotlt shows are fairly stable from one month to another In the market 
whlrii Oiey arc shown. Mils Is tmo lo murh lesser exlcnt with syndicated sbows. Thls^JI 
ho home in mind when analyzing rntlnR i rends from one month to another In tbls chart. K 
to last month's chart lr blank, show was not rated at all In last chart or was In otber 
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'fally made for tv 




1 



^STATION MARKETS 


2-STATION MARKETS 


'Columbus Milw. Phlla. St. L. 


Blrm, Charlotte Dayton New. Or. 


20.7 79.7 75.3 79.9 

vrbns-tv wtmj-tv ntati-tv ksd-tv 
9:30pm 10:30pm 7:00pm 10:00pm 


22.0 55.0 26.3 47.3 

wabt xvMv ivhio-tv wdsu-tv 
9:30pm 9:30pm 9:00pm 9:30pm 


20.0 78.0 75.7 

wbns-tv wxlx wcau-tv 
7 :00pm 8 :.10pm 5 :30pm 


78.5 53.5 24.5 34.5 

wbre-tv wbtv uhlo-tv udsu-tv 
10:00pm 9:30pm 7:00pm 10:30pm 


72.2 24.4 79.0 

whvc wtmj-tv ksd-tv 
6:00pm 5:30pm 5:00pm 


34.5 

ndsu-tv 
5:30pm 


79.7 .7.5 

wbns-tv wptz 
10:00pm 11:00pm 


56.5 52.8 

wbtv wdsu-tv 
9:30pm 9:30pm 


22.4 20.7 73.5 22.9 

whv-e wtmj-tv wptz ksd-tv 
10:30pm 10:30pm 10:30pm 10:00pm 


23.0 58.0 79.0 29.0 

wbre-tv wbtv wiw-d wdsu-tv 
S^Opm^ 8:00pm 10:30pm 10:30pm 


20.2 8.2 79.5 28.2 

whv-e wtv\v wcau-tv ksd-tv 
7:00pm 8 :30pm 7.00pm 9:30pm 


29.0 45.3 78.3 

wlirc-tv wbtv wlw-d 
9:30pm 10:00pm 7:00pm 


20.0 72.3 20.0 23.3 

wbns-tv wtvw wcau-tv ksd-tv 
6:60pm 6:30pm 7:00pm 6:00pm 


28.5 37.0 75.0 32.0 

u-a b t W b t v wlw-d wd s u ^ t v 
6:00pm 5:30pm 6:00pm 5:00pm 


75.7 73.5 74.4 

wtvn wtvw ksd-tv 
6:30pm 5:00pm 12:30pu> 


37.3 30.5 

wbtv wdsu-tv 
2:00pm 12:00n 


20.4 34.9 70.7 79.4 

wbns-tv wtmj-tv wptz ksd-tv 
Y'.OOpm 8:00pm 11:00pm 10:00pm 


24.0 25.8 55.5 

wabt whlo-tv wdsu-tv 
9:00pm 7:30pm 9:30pm 


74.3 74.0 37.7 

wbns-tv tvxix ksd-tv 
6:00pm 10:00pm 0:30pm 


46.0 

wdsu-tv 
5:30pm 



7 7.9 

kwk-tv 
10:30pm 


56.5 42.5 

wbtv wdsu-tv 
8:00pm 5:00pm 


78.7 

wsix 
8:00pm 




8.5 75.3 

w-tvw wcau-tv 
9:30pm 7:00pm 


50.0 

wbtv 
9:30pm 




76.8 

whlo-tv 
7:00pm 




7 7.0 

w-dsu tv 
11:30pm 


28.0 

wtmj-tv 
5:00pm 


27.3 

wl\v-d 
6:00pm 


7 7.9 79.4 

wptz kwk-tv 
10:30pm 10:00pm 


43.0 

wdsu-tv 
10:00pm 






75.8 72.5 

wptz ksd-tv 
10:30pm 10:30pm 




73.7 

wcau-tv 
10:30pm 


20.8 

ubre-tv 
9 :30pm 




ROUND The CLOCK SERVICES 



Now 
Celebrating 
our 25th 
ANNIVERSARY 




MOVIELAB FILM LABORATORIES, INC. 

619 West 54th Street, New York 19, N. Y. JUdson 6-0360 



Classification as to number of stations In market Is Pulse's own. 
etermincs number by measuring which stations are actually re- 
y homes In the metropolitan area of a given market evert though 
Itself may bo outside metropolitan area of tho market. 




out of 
the 

NBC-TV 

Spectacular 

comes 




RESERVE THESE 
IMPORTANT SELLING DATES: 



September 11 
October 9 
November G 
December 4 
January 1 

January 29 
February 2G 
March 25 
April 15 
May G 
June 10 

July 8 

August 5 
September 2 



Premiere 
Fall Season 
Pre-Thanksgiving 
Pre-Christmas 
New Year's Day 
and Winter Travel 
Cold Weather Items 
Pre-Spring, Lent 
Pre- Faster 
Spring Items 
Pre-Mother's Day 
Pre-Father's Day 
and Graduation 

Summer Season 
Summer Travel 
Back to School 





OLOF 



Now for the first time the excitement and power 
of the Spectaculars is within the budget of any 
national advertiser ! 

COLOR SPREAD, a new series of 90-minute color ex- 
travaganzas, will be introduced this fall and will 
be sold on a participation basis. It will be seen in 
the primest of prime evening time, 7:30-9:00 PM, 
NYT, approximately every fourth Sunday. 

spectacular schedule: On color spread you will be 
able to place a full 90-second commercial immedi- 
ately before every major merchandising event 
throughout the year. Note the key dates at the left, 
buy as many participations as you need — on the 
dates you need them most. 



spectacular audience: Based on the performance 
of the NBC Spectaculars this past season, an audi- 
ence of over 30,000,000 viewers is expected for 
every color spread commercial. 

spectacular sales impact: The Sunbeam Corpora- 
tion reports that more than a million Sunbeam 
Fryers have been sold, at $25 each, following its 
commercials on NBC-TV's Spectaculars. COLOR 
SPREAD is something that your salesmen can crow 
about. Its gigantic nation-wide promotion and pub- 
licity can be merchandised to the hilt. 

Call your NBC representative while choice selling 
dates are still available. 



exciting things are happening on 



SPREAD 




TELEVISION 



LAUNDRY SERVICE 



DRY CLEANING 



- M s- >R. I'i _ i I a mtJt > \GENCY: Direct 

t U ~ I i \ V I HIM'OIA: The Pilgrim Laundry peo- 
rmi /(-(•/ their new "Fluff and Fold'' service litis 
^atr im/'In acceptance, although they were advertis- 
tr g //in (leaded to tr\ radio. Tom Brooks, a II SAZ 
mo> i pi r->onnht\ loured their main office and plant 
h> a iwti.it himself nith the "Fluff and Fold" operation. 
I wi to eh campaign oj 22 announcements each week, 
ml Id /ml /n Brooks, so increased business that the an- 
■mi'tin merits had to be su itched to another service.. The 
ii , < I h cost oj the campaign was $02.84. 



SPONSOR: Henderson'* Cleaner* & Dyers AGENCY: Direct 

CAPSILE C\SE HISTORY: /„ keeping with the Cana- 
dian government's theme "have your spring work done 
in the slack- winter months and aid unemployment,'' 
Henderson's cleaners ran a campaign in March jor the 
cleaning and sterilization of pillows. A weekend "pack- 
age, oj six 'iO-second announcements and six \5-second 
/'lashes on a Sunday, Monday and Tuesday doubled the 
"pillow" business. For an expenditure oj $25.00 the spon- 
sor took in $95.00 in pillows alone, and the majority oj 
orders were accompanied by dry cleaning business. 



\\ - \/. [[iinuiuiMu, \\ . \ a. 



PROG K WI: Announcements 



CKO\, kelowna, B. C, Canada 



PROGRAM : Announcements 



EMPLOYMENT 



results 



SPONSOR: Nat'l Employment 
Information Service 



AGENCY: Max Walter Adv. 



CAPSULE CASE HISTORY: The sponsor used six an- 
nouncements, one each day, on the IFJNG Dave Jacobs 
Hill Hilly Show to invite phone call or letter inquiries 
jrotn potential employers and employees. The slww is on 
from 5:05 to 6 p.m. These announcements alone brought 
481 phone calls and letter replies. The cost jor each an- 
nouncement was SI 5 or a total oj $90. 



WING, Dawon, Ohio 



PROGRAM: Dave Jacobs Hill Billy 
Show, announcements 



TOURS 



SPONSOR- Ol-cn Travel 
( (realization 



AGKNCi : Genelifl-Breslieh. 

Chi. 



CAPM 1 I. ( \>E Ill.sTOKY: Harvey Olsen, to boost his 
travel organization's all-expense lours to F.urope, spon- 
sored a W-minutc classical d.j. show. The show is m.c'd 
by \orrnttn Ross, Jr., who formerly conducted tours jor 
Olsen. and is on Saturday mornings. 'This was Olsen's 
first venture in radio. During the first neck, mail in- 
(juiries credited to the program brought in estimated 
business oj over So 1.000. The cost oj the program is 
>350 per u eek. 



\\ M \0. < hi. ai 



PROGRAM ; CLi-ieal records 



PLUMBING 



SPONN)!!: Motitoya Pro-. Plumbing Co. \GE\CY: Direct 

CAPSI I.E CASK HISTORY: The Monloya Bros. Plumb- 
nig Co. says: "II hen ice tool advertising with Jose Callc- 
gos ice u ere sure we iiould get good results, because oj 
hi<i large listening audience and sales ability. ' They do 
no other advertising. " Hon ever," they state, "// e didn't 
expect anMhing lihe the response ice have received.'' 
iflcr the first eight one-nitntite announcements on. his 
program, and as a direct result oj this advertising, they 
sold S 30.000 worth oj plumbing ami construction, with 
orders \itll canting in. Each announcement costs $3.30. 

KM'.O Ml trn> N|nr, \. M, I'ROOR WJ: Jose Oa11r K o« 




SPONSOR: Johnston Motors AGENCY: Direct 

CAPS! EE CASE HISTORY: This Plymouth Dealer 
bought CKIVX's "New Car Package," consisting oj 21 
one-minute announcements, 15 eight-second I.D's and a 
30-minute "on the spot" broadcast from the dealer's show- 
room. The campaign ran one week. No other advertis- 
ing was used. All the new cars in stock — 33 — were sold. 
Additional orders and an excellent, list oj julure pros- 
pects uas also gained. The total cost was $550; resulting 
sales volume about $83,000. 



OKAVN, Yancouvr 



PROGRAM : Announcements 



MEAT 



SPONSOR: Hunk & Chunk Slaughter House AGENCY: Direct 

CAPS! EE CASE HISTORY: A }l SPI) salesman was try- 
ing to increase the Hunk and Chunk schedule oj 16 an- 
nouncements per week on Thursday, Friday and Satur- 
day. The salesman teas told the company wasn't even sure 
the announcements they had were doing any good. 'That 
weekend, without the client's knowledge, the salesman can- 
celled all 16 announcements. The following Monday the 
client reported he was sure the announcements weren't 
doing any good because his Friday and Saturday sales 
were $1,500 less tlmn they'd been the week end before. 
Now the client is convinced of the power oj its schedule 
which costs $160 weekly. 



W'SPD, Toledo 



PROGRAM : Announcements 




WDAY WINS- 
HANDS DOWN! 



PREFERRED 32 TO 1 
IN RURAL SURVEY 



THE CITY FAVORITE, TOO! 

u 1954 Hoopers for Fargo- 
Moorhead show that w 
L re than .hree l.m. 
time listeners as ihenext^^ 



■ 



WDAY- 91.7% 



STATION A-2.8% 
STATION B-l.5% 
STATION C-1.0% 



A 



Kural Radio Survey of the Red River Valley Area was reeentlv com- 
pleted by tlie Northwest Audit Company of Fargo. A double postcard was 
mailed to 3,200 families living in tlie41 counties within 150 miles of Fargo, 
hi all directions. 

Out of the 1681 replies, the amazing total of 1541 said that their fami- 
lies listened to WDAY most! That's 91.7% . . . and there were 25 stations 
mentioned in the survey! WDAY was the choice over tlie secoiuFhest 
station 32 to 1 . . . and 11 to 1 over all other stations combined. 

Let a Free & Peters Colonel give you the break-down on tluve staggering 
facts, or write us if you wish. 




WDAY 

FARGO, N. D. 

NBC • 5000 WATTS • 970 KILOCYCLES 

FREE & PETERS, INC., Exclusive National Representatives 




Xvw ilvvelopmenls on SPONSOR stories 



GOOD.. ♦ advertising 



always pays in the >^ 

? 1 1. ■ i\ I, \ \w m 



RICH, GROWING 
NORTH CAROLINA 
MARKET 



BETTER.. ♦ coverage 

than ever before is yours with 
RADIO in the 



NORTH CAROLINA 



Market 



BEST. . ♦ buy morning, 

afternoon and evening is 




SCO: Kids and animals cm tv 

ISSIIO: .November 1952, page 30 

Subject: Handling animal* on television 



The man who's* probably booked more animal and circus acts than 
any other agent. George A. Hamid, has a reassuring word for the 
adman who's concerned about handling circus acts on a show. 

"'Last summer.'' sa\s llamid. "we flew out a plane-load of a dozen 
roaring lions that were featured at the Atlantic City Steel l'ier to 
play a tv show on the West Coast the following day. Very rarely 
does an act fail to show up on time. Circus performers are real 
troupers and will go through fire and water to make an engagement." 

Circus talent, like sports promoters. ha\e sometimes worried about 
their box office after they appear on television. But Hamid contends 
tv stimulates interest in a circus act. Many fairs and amusement 
parks, he sa\s, book talent sight unseen once they're assured the tal- 
ent have tv credits. 



See: Spanish-language market trends 

Issue: 9 August 1951, page 26 

Subject! How advertiser* n*o Spanish broad- 
casting 



The theory that the best way to sell foreign-language groups is in 
their own language is proving out on television as well as radio. 
XEJ-TY, located in Ciudad Juarez, which is just outside El Paso, 
has been selling successfully to the 130,000 Mexican-Americans 
who live in and around El Paso. 

Two announcements on the station recently helped sell $500 worth 
of Bexel vitamins in two drug stores followed up by a fast reorder of 
8500 woi\h of addif onal vitamins. 

The border station programs entirely in Spanish, using local 
features plus I J, S. film shows with Spanish-language soundtracks. 
Among the syndicated film shows in Spanish on the station are Ziv 
Tv's Cisco Kid and ABC Film Division's Public Defender. * * * 



VF i TV us*>s Sprtnis 1 ! lanquaao programs *o soli to Mexican-Americans in E! Paso 





Represented by 

HEADLEY-REED CO 



54 



SPONSOR 



THE ONLY COMPLETE COVERAGE Ml 



OF THIS VITAL 
MARKET AREA 

Population 900,000 

Retail sales $750,000,000 

Effective buying income 
$1,000,000,000 




'7 



TV 
Homes 



LEV 



Mafl** ine 




over 

200 

Jm W V 




hours 




Commercial 

programs 
p er month 






Channel 




6 




100,000 




watts 



'Ipler 
connected 

ABC 
DuMONT 



May 



55 




MAXIMUM POWER 
MINIMUM COST 

The only maximum 
power station between 
Memphis & Dallas 



KCMC-TV 

Repretented by 
VENARO, RINTOUL & MeCONNELL 
WALTER M. WINDSOR, General Manager 





2 MAY 1955 



55 




/<■/! to nghr Robert M. Gray— Advertising and Sales Promotion Manager, F.sso Standard Oil Co. Robert T. Howard— Radio Salesman, NBC Spot Sales. 

Robert H. Jones— J 7 . I'res., Account Executive, Marxchalk it- Pratt. Vernon G. Carrier— Assistant Advertising and Sales Promotion Manager, 
Es.so Standard Oil Co, George E. Pamentat— TV Salesman. i\l>C Spot Sales. Wallace l_ Rusher— Section Head, Radio and Television, Esstt 
Standard Oil Co. Curt A. Peterson-!'. Pres., Radio TV Director. Marsthalh & Pratt. 

Candid Photo by Robert Frank 




»OT 




]NBC| SPOT SALES 

30 Rockefeller Plaza, Sew York 20, V. 1*. 
Chicago Detroit Cleveland Washington San F rancisto Los Angeles 
Charlotte* Atlanta* Dallas* *Bamar hourance Associates 



Esso and the Marschalk 
& Pratt Division of 
McCanii-Erickson are 
Sold On Spot as a basic 
advertising medium ! 

Esso — first in sales in the area where its products 
are sold— was a pioneer in Spot broadcasting. This 
is "The Esso Reporter's' 1 20th year on the air — a 
testimonial to the value of Spot advertising. Spot 
Radio and TV's total flexibility allows Esso to; 

Change Copy To Fit Weather! Esso gears sales 
messages to changing local driving conditions. 
They're on the air with a pitch for Spring change- 
overs the day the first robin hits town, and they 
sell anti-freeze hours before a cold snap comes. 

Pre-select Audience! Esso's heavy schedule of 
news programs reaches predominantly male audi- 
ences—the people who buy most of the automotive 
products. 

Sell To Drivers! Spot Radio does the extra job 
of reaching drivers while they arc approaching 
Esso Service Stations. 

These Spot advantages can help you sell your 
product, too. Ask your advertising agency or an 
iNBC Spot Sales Representative. 

More and more advertisers are Sold on Spot, 
because more of their customers are Sold on 
Spot . . . and some Spots are better than others. 

representing TELEVISION STATIONS: 

WNBK Cleveland KPTV Portland. Ore. WAVE-TV LauistdU 
WRGB Schenectady- llbany-Tray KONA-TV llanalulu, llauau 
W RCA -TV \ rw Xork WNBQ Chicaeo KRCA Lot .In^elts 
KSD-TV Si. Louis WRC-TV Hashmtton. I). C. 

representing RADIO STATIONS: 

KSD St. Lauis WRC llaihinstan.D.C. WTAM Cleveland 
WAVE Louisrilte KGU llanolulu. Ilauaii WRCA Sew York 
WMAQ Chicnfa KNBC San Francisco 

and the NBC Western Radio Network 




DEC JAN FEB AAAR 



MBC A6C OUMONT 




agency profile 




Alfred Ilollender 

V.p., radio-tv director 
Grey Advertising, New York 

"There are only two iva\s to cam on a conversation with Al 
Hollander," some of his former and current associates told sto.nsor. 
'"One is at a lunch tahle, the other on roller skates." 

Al Hollender's reputation for heing continuously on the run may 
stein from his singular knack for odd timing: On Election Day 1952 
he not otd\ began working at Grey Advertising as radio-tv director 
hut he also got married. 

ISince thai time Grey Advertising's radio-tv billings have risen to 
$7.5 million, or .'3/5 of the 1954 total of $23 million. Among Grey's 
major air clients are Doe.-kin Products, Exquisite Form Bras, 5-Day 
Deodorant and RCA, One of Grey's most recent tv achievements — 
the puppet commercials in the NBC TV Peter Pan spectacular. 

"Our purpose in buying a high-priced show is to get as close 
identification with the star as possible.' Ilollender told sponsor. 
"There's a foiir-to-one margin between a good and a bad buy in tv, 
and that margin depends upon the bundling of the commercial." 

The RCA commercials in the Peter Pan show were as closely in- 
tegrated into the mood of the program as possible. The Raird Pup- 
pets, impersonating Mary Martin as Peter Pan. and Captain Hook, 
came out on the scene while a record from the album pla\ed Mary 
Martin's rendition of the show tunes. RCA sold 50.000 albums of 
the show within two weeks after the commercial. 

"Yon can generally do one of two things with a tv commercial. " 
claims Ilollender. "You can satisfy your client or keep the viewers. 
Advertisers as a rule like to have their product mentioned as often 
as possible and as many sales points made as time permits. Rut, if 
\ oil don't entertain viewers, \ou can t sell them — at least when you're 
selling products that people don't automatically like to look at." 

IloIIendei was well-known in radio and tv circles long before he 
became an agency man. From 1915 until 1952. he headed Louis G. 
Cowan, Inc., a packaging outfit that produced Stop the Music and 
other current radio and tv properties. In 1952 be headed the Eisen- 
hower radio and tv campaign, helped choose its ad agencies. 

Todav. when not personal!) supervising radio-tv production at 
Gie\. Ilollender is likely to plan air strategy for agency clients. 
And around midnight (during the last few months al least) he can 
gcncralU be found pacing up and down the Ilollender apartment in 
Manhattan with his habv hoy in his arms. * * * 
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« forum on questions of current interest 
to oir advertisers and their agencies 



Should television sell on the basis of 
yuavtinteetl circulation? 





STEP TOWARD DESPERATION 

liy W ard Dorrell 
I ./'. and Hescarcli Director 
lilair-Tv, ISeic \<>rk 

Our answer to 

this question i s a 
categorical '"No!"' 
We believe that 
instituting this 
policy for the 
sale of tv spot 
time is a first 
step toward sales 
desperation. 
I ndoubtedly this plan has been bor- 
rowed from the publication field where 
it ha> long been in use. It is relatively 
simple to base magazine or periodical 
rates on circulation as determined by 
the Audit Bureau of Circulation, which 
is supported by the industry and mea- 
sures the. number of copies printed and 
delivered to subscribers. '1 here is no 
disagreement in the print field regard- 
ing this definition of circulation, but 
converse]} there is little agreement in 
the television industry as to it. Is tele- 
vision circulation to be considered the 
number of Iv sets in the station area? 
Or in it to be considered the viewing 
of tv programs as reported by the cur- 
rent syndicated audience measurement 
serv ices. It is mv understanding that 
the basis for selling guaranteed tele- 
vision circulation is the existing audi- 
ence measurement services. If so. this 
measurement would compare more fa- 
vorably with tin; concept of "reader- 
ship'' than "circulation." 

Other reasons for our conclusion 
come from the. practical standpoint of 
the station using this plan. Sonic of 
the disadvantages arc: 

1. It is continually necessary for 
die station to adjust its rales or num- 
ber of spots provided to the rapidly 
and sometime- violently fluctuating 
audience measurements used as a base 
for tin" contract. Is there alwavs agree- 



ment between buyer and seller as to 
the service used? 

2. With irregularly patterned pro- 
graming, for example, baseball is not 
generally measured on a "per game"' 
basis. Consequently, no accurate mea- 
surement for guaranteed circulation is 
possible. 

3. In programing that runs 90 min- 
ute.-, such as feature film programs, the 
tendency would he to schedule several 
spots each of which would be counted 
in the total, but probably represent the 
same audience. 

4. Several advertisers who have 
large guarantees might bring product 
conflict problems to other "'fixed' ad- 
vertisers due to frequency of schedule 
required. It has often happened that 
stations having negotiated the guar- 
anteed circulation have found that 
sufficiently good positions are not 
available for the make good. 

BETTER MEASUREMENTS NEEDED 
liy Maxn eU Vie 

) ./*. and Research Director 
Kvnyun &: Eckliardt, A. 1". 

Before von can 
establish such a 
thing as guaran- 
teed tv circula- 
tion, (here a re 
three important 
conditions to be 
considered : 

1 . The neces- 
sity for assuring 
measurement of audience size, 
are as yet no audience measure- 
ments reliable enough to back up and 
"guarantee" anv circulations on which 
to base (v pricing. 

2. The inherent gambling in-tinel 
of advertising and marketing people 
which, in broadcasting, leads them to 
want to take a fiver at gelling a high 
rating show at low cost. Although we 
certainly have a lot of respect for peo- 




\ alid 
There 



pie who feel they can do better using 
their own judgment, the evidence 
clearly shows thai only a few pro- 
grams are really outstanding in de- 
livering low audience costs. Until the 
ad people are willing to minimize their 
propensity for gambling and submit 
to the fact that they can t beat the 
ratings, von are going to have trouble 
establishing a guaranteed tv circula- 
tion. 

3. Differences in the qualities of the 
audience, which will not be shown in 
audience size or cost figures. The size 
of the audience is not the only or even 
an adequate criterion for judging the 
value of a program. The composition 
of the audience and the respons-iveness 
to the product advertised are overrid- 
ing factors in making for values; until 
we have measurements by which to 
judge these values too. guaranteed cir- 
culation alone will have limited use- 
fulness. 

INTANGIBLES ARE IMMEASURABLE 

liy Arthur S. Parti oil 

Director of Broadcast Media 
Foote. Cone tV- fielding, Y. V. 

^^^^ In principle, at 

least, the idea of 
a guaranteed tele- 
v ision audience 
sounds attractive. 
The term audi- 
ence is italicized 
so as to distin- 
guish it from the 
circulation of 
print media since the two arc not com- 
parable. 

In order to v\ork out guaranteed 
audience in a practical basis, there has 
to be common agreement on the re- 
search service which will provide a 
valid measurement. With so many rat- 
ins services available today, it would 
be difficult to establish one which 
would he acceptable in most cases. 
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Assuming that an acceptable audi- 
ence measurement service were avail- 
able, what then are the possibilities of 
a guaranteed television audience rate 
card? As long as a seller's market pre- 
vails in the case of highly sought-after 
franchises, we cannot foresee an ac- 
ceptance of the idea by many stations. 
Those stations which lack either net- 
work affiliation or highly popular pro- 
graming may be compelled to offer 
time contingent upon the delivery of 
specific rating points. 

It should be borne in mind that 
there are certain factors influencing 
audience potential over which the net- 
works and stations have little control. 
Competition and package shows pro- 
duced independently of networks and 
stations are among these. Obviously 
stations have very little to say abou'. 
network adjacencies. 

A guaranteed television audience is 
fraught with one serious disadvantage, 
namely, a tendency to overlook in- 
tangible values. In a system which in- 
volves time purchase on the basis of 
rating points only, this could lead to 
inefficient time buying. It provides an 
easy justification for the inexperienced 
time buyer and for the buyer who is 
figure minded. 

One of the primary objectives of all 
media selection is to reach the largest 
number of prospects at the most rea- 
sonable cost. On the surface, guar- 
anteed television audience seems to be 
in line with this concept. However, 
literal application might result in mis- 
use. For example, the over-all audience 
afforded by a number of announce- 
ments on some stations may be so lim- 
ited in scope that an accumulative 
mathematical figure could mean reach- 
ing a very small group of viewers o\er 



ACCURATE AUDITS TOO COSTLY 

By Ralpli C. Robertson 
V.I', and Marketing Director 
Geyer Advertising. A'. V. 

1 am a firm be- 
liever that rates 
for tv time, as 
: "' "k, *'*^ < f* well as for pub- 

iA lication space, 

should be related 
to circulation as 
determined by 
impartial audits. 
However, as a 
long-time user of radio and television 
time and a former member of the 
Board of Directors of the Audit Ru- 
( Please turn to page 96) 
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Viewers across the nation salute 
Gene Autry, The Range Rider and 
Annie Oakley as their favorite 
television Westerns, arb* shows, 
for example, that these hot-as-a- 
pistol properties draw the biggest 
audiences in their time periods 
in such major markets as New York, 
Boston, Houston. Scattle-Taeoma. 
And with good reason. They're all 
produced by Flying A Pictures, 
assuring top scripting and direction 
. . . top-notch hoss opera. 




-5 
* 
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Now there's a fourth Flying A 
champion, too: Buffalo Bill, Jr., 
starring Dick Jones of Range Rider 
fame. Here's a brand-new series 
of 26 half-hour adventures of a 
heroic young son of the Old West . . 
produced to the same standards 
which have made Gene Autry, The 
Range Rider and Annie Oakley 
the hottest Westerns in television 
year after year. Buffalo Bill, Jr. 
has already been sold in more than 
100 markets to Milky Way. 



Act fast while Buffalo Bill, Jr. 
is still available in some markets. 
Get details on this fast-selling 
new series — or on any of the other 
films in this Flying A foursome 
— by calling or wiring . . . 

CBS Television Film Sales, Inc. 

Offices in New York, Chicago, 
Los Angeles, San Francisco, 
Dallas, Atlanta, Boston, Detroit 
and St. Louis. Distributor in 
Canada: S. W. Caldwell, Ltd. 



I 






INDIANA'S 

SELL 

STATION 




NEW POWER! 
NEW SOUND! 
NEW SPOT — 
950 



WXLW sells because 
,Hoosiers are sold on WXLW! 
And now, with an all new 

5000 watts of power, 
the finest sound transmis- 
sion in the state, and a 
new location on Indiana 
radio dials, WXLW 
saturates the state's 
multi-million dollar 
central and southern 
markets. Dawn-to- 
du:k WXLW gives 
listeners what they 
want: music all day 
long and news every 

half hour. Yes, 
Indiana's top per- 
sonalities and mike 
salesmen keep 'em 
buying. More than 
a million new 
Hoosier clients 
are listening! 

TELL THEM 
ABOUT IT 
— ON 
WXLW! 





{Continued from page 10 I 

suddenly in the lobby and when he call?, it is because he has 
something of specific interest. 

When he makes an appointment for a certain time he ap- 
pears on time. In fact, sometimes lie's even three or four 
minutes in advance. This alone puts him in a class by him- 
self. 

Lew r 's favorite salesman has no repertoire of jokes and he's 
completely inept at long-winded and irrelevant prefaces. 

According to Lew, when this salesman is in the office with 
him. Lew feels that the fellow gives him credit for having 
half a brain or even belter. This is as pleasant as it is un- 
usual. 

He has the habit of speaking from your point of view, not 
from his own. 

Every word he utters is strictly relevant. If he happens to 
be working from a canned presentation all nicely printed up 
and handed to each salesman. Lew's pal eliminates the ir- 
relevancies as he goes through the pilch. This shows he knows 
what it's about and to whom he's talking. A novel tack indeed! 

He never reads what's on the presentation verbatim. In 
other words, he assumes the prospect can read. He uses the 
printed word as a point of departure and elucidates there- 
upon. As a result, Lew says, his favorite guy never sounds 
as if he had been handed the presentation at 9:30 a.m., 
pushed out the door and had to deliver it at 9:32 — seeing it 
for the first time as he did so. 

Lew's dream man avoids artifice, sham and cornball 
whimsy. He doesn't employ the Stanislavsky method of ap- 
pearing smooth, saccharine and friendly. He's all business. 

Brevity is the essence of every presentation he makes, lie 
know that where there is inlrest and more time is needed, he'll 
be asked to slay and lake more time. 

And bore are the final clinchers: 

This man, said Lew, never, never >ays to you he's covered 
the boss who was highly in favor of the idea already. (This 
implies with all the subtlety of a meal cleaver lhal you, you 
jerk, will lose your job if you don't agree.) 

He never says: all the oilier agencies, or stations, or what- 
have-you. are dying lo buy this so you'd better hurry. And 
Lew's boy always avoids knocking what is presently being 
done. 

This is quite a guy Lew had in mind. We all wished he 
would gel around more. ★ ★ ★ 
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YOU i 



THROW A WIS/7MI/ 443 FEET* - 

BUT . . • YOU NEED WJEF RADIO 

TO PLAY BALL 
IN GRAND RAPIDS! 



GRAND RAPIDS HOOPERS 
November, 1954 — January, 1955 



MONDAY THRU FRIDAY 


WJEF 


B 


C 


D 


E 


7 a.m. — 12 noon 


262 


Tl.7 




15.3 


11.3 


12 noon — 6 p.m. 


28. r 


17.6 


_ 

16.4 


24.7 


10.6 


SUNDAY THRU SATURDAY 
6 p.m. — 11 p.m. 


41.7 


27.2 


17.6 







k - TV - 




$7h>. #<>/>>< ><ff/fi/wi»t 



0 

WKZO — KALAMAZOO 
WKZO-TV — GRAND RAPIDS KALAMAZOO 
WJEF — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN — LINCOLN, NEBRASKA 
KOLN-TV — LINCOLN, NEBRASKA 

Associated with 
WMBD — PEORIA. ILLINOIS 



WJEF get? the bigge>l share of the Metropolitan Grand 
Rapids radio audience, morning, afternoon and night. Latest 
Hoopers show that of the area's 116.870 radio home?, WJEF 
delivers: 

20.7 r r more morning listeners than the next station — 
13.8% more afternoon listeners 
53.3% more evening listeners! 

What's more. WJEF costs less. On a 52-time basis. \ on can 
buy a daytime quarter-hour for less than 25c per thousand radio 
homes ! 




CBS RADIO FOR GRAND RAPIDS AND KENT COUNTY 

Avery- Knodel, Inc., Exclusive National Representatives 

Don Grate, an outfielder for Chattanooga in the Southern Association, set this record on August 23, 1953. 



■ 



There's always one 



that *\ 0 PS the rest! 




atop Mt. Greylock in Massachusetts 



* extremely high transmitting site 
(3700 feet above sea level) means 
fops in area coverage. 

* effectively covers 3 MAJOR 
MARKETS in 5 STATES. 

* serves 507,000 TV families 

in more than 100 communities 

ic reaches industrial, urban and 
rural areas 

* offers MAXIMUM TV coverage at a 
low cost per TV home 



WMGT- Channel 19, the only 
TV station which blankets the 
populous and prosperous area 
of Albany and the Hudson 
Valley, the Berkshire Hills and 
Springfield and the Connecti- 
cut Valley 13 counties in 

eastern New York, northwest- 
ern Connecticut, western Mass- 
achusetts, southern Vermont 
and southwestern New Hamp- 
shire. Write today /or full 
details. 



GREYLOCK BROADCASTING CO. 

8 Bank Row • Pittsfield, Massachusetts 

Represented by THE WALKER COMPANY 



Albany, 
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TV C©M PARAGRAPH OF NETWORK PROGRAMS 



Nighttim e 2 May 1955 

SATURDAY 
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Pan. Am. Alnayv JWT. NBC, all Sun 1.1J0 pm 
Papil.Cola Co,, BOAT' ABC, Sun T:30-8 nm 
Pal Mlla, airilnrr' CBS, ill Tu I30.lt pm: 
NBC, Sal 10-10'JO pm 

.. Kltllir: CBS, If J 30 4G 



Phi Ira. Qui, 



NBC, alt Bitn B- 10 pm 



' '™M7W to tsicjj 



Bus-nil r. CBB, M Tb 11:13-8* im: U 
lal |.1.80 pm; W 1:30-1 pm 
Plymaulh, Ami: NBC, 8 at 4 kl, ■• litt-lpm 
Pand'i Eitracl, JWT: AOC, Th IJO. 10:30 pm 
Prwtar 1 Gambia. D F B, BAB. Blo», Balm A 
Tolfo, Compluo: CBS, Id F 1130 1 pm; 1:11- 



Pllliburjr, 



: 41:1 



. I 0-0:30 pm: 

: cB». D Sii 1» 



NB'C' Tu 1-130 pm: al-T ! 
10-1030 pm: W 10-1030 pm 
pin: Y 10-1030 pm 
Prudential Int., CAtl: CB9, ill Buo 1:30. T pm 
Quakir Oali. NLAB: NBC, all Bub 4 3»-8 pm: 
Wborra, flakor * Til Joe: Cu.t, Boo 1130-lpm 
Quality Jiailiri, Or*r: ABC, all Tu 1030.11 pm 
RalttM- Purina. OuUd, BaiCMb A Bonflfll: ABC, 

M T:30.& pm 
RCA. KAB: NBC, U 8 030 pm 

■—' TAB: CTia, all Bub 10 30-11 



\1IC 



0.« 30 r 



CB9, alt T 10 10 30 
pn: Tb 10- 10-10 _p_ra 
R. j. Rirwldi. Eilr- CBS W * 30 10 pm; ¥ * 30- 
I pm: NBO. II. T, Tb, F- T 41-8 pm: NBC, 
Bun 1030-11 pm; 3 of I Tb, U 30-1 pm 
Ftrtinldi Mot* la. Rradi : NUC, Bub 130-8 pm 
Ratinild Pkg.. G.BAB: ABC, Sun 1-730 pm 
Binlik, ITaR: CBS. nil S I pm 
■(hilt/ Bnaim. LfcV 1 CBH » I P 30 pm 
Sinti Pspir, JWT: NBC, Vt S 30-0 pm 
iiirutan Ga., £.lnn-l oJiiltr DTN. F V * 30 pm; 

DTN. Bun 9U0-10 pm 
Shraflai Pin. BtnOi' ARC, W l'30-1O pm 
Slmnioni, Y A H: ABC. W 1:8010 pm 



Slmanli Ca.. 8SCU NBC, all F 0 0:80 pm; CBS. 

W 330-45 psn 
Slngir 5r*lng, YAR CBB Tl, 130-10 pm 
S.O.S , MiTmn brirk.on: CBS. ill F 3 30 13 pm; 

Mil', Bit M'M pm 
Bfildal. SSCn- NBC. M I- 1 10 pm 
Stall/ Mlo-. ftAR: CBB, all U 10:13-30 am 
Slanuard BranUi, Bala- HBO, M 8'30-H pm 
Stala Farm, NLAB CBB, W 10.45-11 pm 
Sludikakar-Parkard, BAR: ABC, 31 1-4 30 pa 
Sunbiajn, f.rrln- l'aui: NtlO. Bun 13*0 pm 
S*an-in. Talhim-Lalrl CBS. Th 3 3A--I.1 pn 
S*iwli Ca.. ll.xilln A t.lim NUC Ail 10.3U-11 

8nlir™TOT: CBS. Tb, F 10-1013 im: Y H:1B- 
1130 am: MeE: DTN. F t-l.-lt pm: NBC. 
fat t 30-1 pm 
Srl.anla. J1\T CBB, Bal rJ0-8 pm 
T»iai Ca,, Kudnir NBC. Sal OJO-lO pm 
1 Ida Wiur, Buihanan- ABC. SI, W, T T'.II-SOpm 
T*n| Ca., Win: CB3, W 1-5.30 pm: T, Tb 11- 
113 am: T 3*30-IS pm; Burnail: CB8, T. 
Th 11-11:15 pm: NBC, Rub 1130 pm| Bal, 
1-30-1 pm: TL: NBC, 31 7.30-45 pm 
lift Slul. UltDO MUX ill Tu 0 30-1010 pm 
Wandar Da.. TL- CBB, ill Bil 1130-lZIi: " 
10 13-30 am 

Wilrh Draoi Jure*, PCS.* NBC, all t S'45-l pm 
Wruon 01 1, riuitrald' NBC, W, F I I 13 pm 
y/ntirn Union. IT.rJt Law DTN, T 10 30-11 pm 
WaillnfhauM, MtCuaa- Erlc*Mn CBB, U 10 11 pm 
Wrlflii, BAR CltH, Bit T-T30 pm 
Vardlii, Aim- CBB, F 1030-41 im 



CIWMIXED-UP. 
GEOGRAPHY! 

PITTSBURGH and BUFFALO 
in WASHINGTON STATE? 




No. Oswald' Pittsbuigh and Buffalo 
ate NOT in Waihi-ngton State. But 
lake the combined populations of 
theic great cities and you'll have the 
number of people living wit 
"A" Contoui of KTNT-TV, That givei 
you a good idea of audience quantity, 
but read Eulthgr , . . 



More than hall the population of Washinrjton State is concentrated In 
the western portion bordering on Pnget Sound And most of these 
people are found within the limits of K TNT- TVs ,- A" contour illus- 
trated above, This area also accounts for more than half of the 
state's spendable Income and retail sales. 

KTNT-TV's INFLUENCE AREA includes the entire area west of the 
Cascade mountain range, from Canada on the north to Oregon on the 
south. Incomes m this Brea exceed the national average. 

Sell this prosperous, growing market with KTNT-TV 
BEST OVER PUGET SOUND 



CHANNEL ELEVEN ^fejadF 



316,000 WATTS 



Antenna Hei-ght 
1000 FT. ABOVE SEA LEVEL 



CBS Tclcyition lot Pugei Sound 



ASK WEED TELEVISION 

KTNT-TV, TACOMA 5. WASHINGTON 



"7/?e : Word Gets Around. .^Buy PugeJ Sound 



"The service wit/i the mast subscribers" 

LARGEST SAMPLING OUTSIDE U. S. CENSUS 

PROGRESS REPORT ON DAX 

li Encouroged by stations, networks, and agencies, we 
are pressing ahead for the first morket tests 

2. Improved transistors naw available will be combined 
with printed circuits far our cigarette-package size 
Dax Home Unit 

3. Engineering simplification hos lowered overall costs 
somewhat, permitting continuous magnetic tape 
monitoring far 100% electronic processing 



We are considerably encouraged In laboratory improvements 
aimed at short cuts in time and expense of launching Dax, our 
new all-electronic system. 

Those of you who were among the numerous groups of ex-' 
ecutives and technicians who saw the Dax demonstrations at 
Pulse Headquarters gave us considerable encouragement. Dur- 
ing October, November, December, and until January 15, y/et 
showed Dax in wire- ups from New York homes. 

This is the eighth year of developmental' work on "Da*. Tfiis 
. he third year of practical field work. 

Without in any way affecting the industry's tremendous and 
growing investment in Pulse standard techniques dating back 
to 1941, we are developing Dax as an added service. You under- 
stand, of course, that Dax can be used for polling panels — an 
operation separate and distinctly apart from ratings. 

For those who want machine reporting, Dax will be the best 
available. No home servicing, no tapes, nothing to mail in, no 
diary fill-in, no "adjustment factors", no so-called "quality conv 
trof." Dax is 100% electronic. 

We indeed appreciate the interest, support, and patience of 
those in the industry who are helping us to bring Dax to com- 
mercial completion. 



Since rely, 




Director 



This month throughout the U.S., 117,000 homes ore 
being interviewed for next month's "U.S. Pulse TV" 




\ 



AND URBAN COVERAGE 



PULSE, Inc., 15 West 46th St., New York 36 
Telephone: Judson 6-3316 





\$&> • • • 




THE 




ADVENTURES of 



mm sum 



STARRING 



DAN DURYEA 



As timely as today's dramatic international events. as hot 
grs a firecracker * . . as tense as the Far East situation 
exploding into cf possible World War III . . . here is the most 
exciting, §hot-on-location show you can put on the air. 




up-to-the-minute, ALL NEW, half-hour episodes 
combined with the original 26, give you 52 half -hours 
of top-quality, top-rated programming . . . always "rated" 
among the "Top 3" in every market shown. Available FIRST 
RUN ...all markets! Audition Prints upon request. 




Call You if NITA Man Today4 Re's Only Minutes Away! 

yifftwjtff/ f \etefi/)*i ALiiJe/rr/eij inc. 

N BB A 625 Madison Avenue, New* York 22, N, Y. • PLaza 5-8200 



Mr. Station Manttaer: 

Are you looking for results from 

your trade paper advertising? 



"Sales 
Results on 
the trip 

were 
excellent 




10»» »»NNOCK STREIT OINVEn COLORADO . PHONt tAbor 6354 



CHAN N E I 




JOSEPH HERO LD 
Sfofion Manogtr 

March % 1955 



Mr. Edwin D. Cooper 
Western Manager 
SPONSOR Magazine 
6087 Sunset Boulevard 
Los Angeles, California 

Dear Ed 5 



I found, while on a sales trip to New York, that time buyers 
do look at the ads in SPONSOR. KBTV ran a full-page ad in 
the January 10th issue of SPONSOR which coincided with my 
sales trip to New York. Quite a number of timebuyers mentioned 
they had seen the KBTV ad and were quite impressed with the 
story on the program ratings of KBTV. 

Sales results on the trip were excellent and I am firmly con- 
vinced that our ad in SPONSOR helped to pave the way in connec- 
tion with many of our sales pitches. 

Kindest regards* 



Sincerely, 




Joseph Herold, 
Station Manager- 



JH:rla 



UJPfH 



fOOO WATTS 



Telephone 3-6428 



CLEAR CHANNEL 



73D 



Charleston. South Carolina 



Mr. Nomina R. Glenn, publisher. 
Sponsor Publications Inc. 
40 East 49th Street, 



New York 17, N.Y. 



Dear Norm* 




I know you like "off-beat" letters. So bear with me and you'll 
find this one fits that classification. 

About three years ago v/e entered into a national pronotion 
campaign, using only SPONSOR, with a series of ads pointing up 
our '*Pal" trademark and outlining the specialized negro 
programming and high ratings at WPAL. We continued this ad 
schedule for two years-. 

During the period in which the ads were running I was constantly 
amazed at the strong identification of our little dog. After our 
ads had been running about six months time buyers would say, 
when I, called^ "Oh yes^ you're from the 'little doggy' station." 

All this leads up to the fact that since we've been out our 
identification has slipped, and we need the push that SPONSOR can 
provide . 

So we'd like to reinstate our schedule of third page ads effective 

with the first April issue once a month for one year. Lots of 

new time buyers in the business who ought to get acquainted with "Pal." 

Would you fte good enough to send me a contract — same rate, I trust. 



"Oh 



yes, 



you Ye from 
the little 



Cord 




Laurens 
Executi^ 



ore 

Vice President 



doggy 



station 



Here's what an ad schedule in SPONSOR does for your 
station. You're in the limelight. And that's important. 
For there are more than 3,000 sets of tv and radio call letters fighting for 
the timebuyer's, account executive's, and ad manager's attention. Your message 
gets the full attention of these decision-makers in a top-rated prestige magazine 
where 7 out of 10 readers are in buying 1 jobs (guaranteed circulation 
10,000) and every word of editorial copy is beamed right at 
them. You can't beat a buy like SPONSOR. 

SPONSOR 

THE MAGAZINE RADIO AND TV ADVERTISERS US E 






Make that buy WJAC-TV and you've 
taken the three busy Southwestern 
Pennsylvania markets out of the sun, 
and tucked them conveniently on 
your own front porch. What better 
sales spot? Hooper rates WJAC-TV: 

FIRST in Johnstown 

[a 2-station market) 

SECOND in Pittsburgh 

(a 3-station market) 

FIRST in Altoona 

(a 2-station market) 

Enjoy greater sales coverage with 
the one buy that covers three . . . 




Get full dtt.iils from your KATZ man! 



mm 





[Continued from page 28) 

pointed out. as a number ol us have been yelling for a num- 
ber of year.-, that radio must program in areas where it is 
able to do things better than television, and do such things 
with daring, ingenuity and imagination. Music, particularly 
serious music. Jack indicated, was one of those areas. Two 
recent NBC network radio segments. I believe, were typical 
of what radio may do lots move of. and which agencies and 
advertisers may profitably adopt as series, which have the 
ability to win and hold large audiences. 

Both these shows were built around records, but built with 
themes and ideas which gave them stature and irresistible 
audience appeal. One was developed around the question: 
"Can music adequately interpret great paintings?" Hen 
Grauer was the m.c. of this stanza and the art critic for the 
New York Herald Tribune and the music critic for the New 
York World -Tele gram were the panelists. The records played 
were selected from a new RCA Victor LP in which Henri 
Rene presented 12 instrumental selections, each representing 
Henri's interpretation of one of 12 great paintings. Included 
were Renoir's "Gabrielle in an Open Blouse," Botieelli's 
'"The Birth of Venus," Picasso's "Girl Before Mirror," Tou- 
louse-Lautrec's "At llie Moulin Rouge." and Degas" "L'Ab- 
siulhc." 

This made a stimulating, entertaining yet cultural show, 
which most certainly impressed listener.-. On another music 
level, the evening previous as an episode in its much-lauded 
"Biographies in Sound" series, the network did a show de- 
tailing the manner in which country and folk music had be- 
come integrated into the general fabric of popular American 
music over the past decade. This theme was pegged to Eddy 
Arnold's 10th Anniversary as an RCA Victor recording star. 
The Honorable Frank Clement, governor of Tennessee, served 
as narrator here, and Perry Como, Eddie Fisher. Dinah Shore 
and many other names "appeared" as guests. 

Certainly for musical content, both as to material and ex- 
cellenee of performance live radio shows cannot match the 
output of the major record companies. The Rene album, for 
example, was recorded with '18 men, 48 of the finest musi- 
cians in the industry. The arrangements were sweated over 
bv Mr. Rene lor six months before the fust of the recording 
sessions were held. 
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Speaking off ^^^1 
NETWORK COVERAGE IN INDIANA, 




You get 2 Major Markets for the price of 1 
when you buy WTTV- NBC — Channel 4 



• WTTV Tower located halfway 
between Indianapolis and 
Terre Haute 

• Low Channel 4 

• High 1000-feet Tower 

• 100,000 Full Power J 

• Serving TWO MILLION 
people in the Great 
Hoosier Heartland 



TERRE 
HAUTE 
• 

Station B 
CBS 



WTTV 
• 

TOWER 
NBC 



INDIANAPOLIS 
• 

Station A 
CBS 



Cost of CBS two station 
package, 1 Hour M600 

Cost of WTTV-NBC 1000 



Httv-N bC 



600 difference equals network 1-hour rate for San Antonio, Texas 





A SARKES TARZIAN STATION 



BUSINESS OFFICE: 
2 MAY 1955 



Essex House, Indianapolis 6, Indiana 
Represented Nationally by MEEKER TV, Inc. 
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Pittsburgh ayeney to syndiea te novel five-minute show 

Show ha? attracted citv-wide interest 



\ novel film show helped a Pitts- 
burgh liank move successfully into t\. 
! he hank's agency. Cavanaugh Morris, 
found that a five-minute show cost only 
20' '( more than a 20- second announce- 
nient and advised the hank lo choose 
the larger period on KDKA-TV. But 
what kind of a show do you put in a 
rue-minute shot? 

\\ arren H. Smith. Inc.. came up with 
a unique five-minute film show that 
I rated the derivation of common words 
to their origins by using animated fig- 
ures. It"s called What's the Good 
U ord?, and the commercial message is 
delivered in same style as the show and 
using the same narrator. 



ami main grammar school teachers ad- 
vise I heir classes to watch weekly. In 
addition, the show is promoted by 
newspaper and outdoor displays in car- 
toon-limerick st\ le. 

Cavanaugh Morris considers the 
show so successful after over four 
months on the air that it lias set up 
the mechanics for syndication on a na- 
tional basis. The What's the Good 
Word? package, including show, inte- 
grated commercials, newspaper mats 
and copy as well as outdoor advertis- 
ing material, is being offered at a 

weekly package price in key cities. 

* ■* * 



they used to call it 

HORSE SENSE— 




now they call it 

MOTIVATION 



llol trillion reseureh is just 
horse sense, says Jliti'hi'll 

\\ ilh all the talk making the rounds 
about the use of motivation research as 
an aid to building better radio and tv 
commen iuls. Harold \l. Mitchell Ad- 
vertising Agency, New *1 ork, has a new 
definition of motivation research. 
Mitchell calls it "Horse sense,'* con- 
tending that an advertiser has to be 
able to think like a consumer in order 
to sell. 

Observation on motivation research 
is from a series of mailings the agency 
has sent out. \nother Miller observa- 
tion: an advertiser should change his 
selling idea before he changes media, 
if the campaign isu t sidling. * * * 



f .500 ifoini'ii pick format 
of new KVty niorniii;/ show 

kVO, Pittsburgh, has a new wake-up 
show beamed at women as the decision- 
makers iu household money matter:-. 
From 0:00-9:30 a.m.. / 110 time plays 
solely instrumental music and keeps 
the "talk'* to a minimum. 

Station officials say they are sure 
this is a format that appeals to the 
lad\ -of-lhe-bouse. because they based 
the program on a survey of the tastes 
of 1,500 Pittsburgh area women. The 
survey revealed thai the ladies had a 
decided preference for melodic music 
and an equally pronounced distaste 
for '"Ion much talk. 

The "easy listening" concept is ex- 
pected to be popular with housewives 
busy preparing breakfast and the rest 
of li.-lening audience, a well. 

Sponsored segments and announce- 
ments for the show are on a rotating 
basis. 

To kick the show oil and get the gals 
into the habit of timing in. the station 
ran a give-away for three weeks in 
\pril with S!!.o00 in prizes. The pro- 
gram is further supported now by mer- 
chandising featuring cut-out of the disk 
jockey, Joe Deane. in many "Steel 
City" store windows. * * * 



.Interim ii radio-tv teonteit 
to discuss industry needs 

1 he national convention of Ameri- 
can \\ omen in Radio and Television. 
Inc.. offers the guests a chance for a 
real bus-man's holiday when it meets 
in Chicago o-o May . The ladies will 
be given the opportunity to see radio 
and tv programs originating from the 
"\\ indy City ' and w ill hear speeches 
by several industry leaders and talent. 

I he members will tour some radio 
and tv studios, and participate in pan- 
els and discussions on various facets 
of current industry problems. * * * 

Ctuciiiiidf i'.v WLW offers 
2 for I tnerehandisinfi plan 

Cincinnati"? WLW is conducting a 
campaign to familiarize advertisers 
and agencies with the station s mer- 
chandising program. The campaign is 
sparked by the. slogan, "2 for 1." The 
sponsor's single dollar, says the sta- 
tion, buys both a dollar's worth of air 
facilities and merchandising. 

Three ashtrays figure in the "2 for 
1 " promotion. The slogan is spelled 
out on them in quarters, half dollars 
and silver dollars. Four days before 
the presentation, the prospect receives 
an ashtray with the slogan spelled out 
in quarters. The next day he gets the 
ashtray with half-dollars, and two days 
before the presentation his ashtray ar- 
rives with silver dollars. Finallv, the 
day before the salesmen arrive, be re- 
ceives a leather folder thanking him 
for his attendance and piqueing his 
curiosity even more. The campaign 
was planned by the Croslev Client Ser v- 
ice Department, under Director Dick 
Jones. * * * 




Dick Jones shows "2 for I" plan ashtrays 
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Briefly . . . 

rSew York's current auti-litter cam- 
paign is receiving support from the 
local radio stations in the city includ- 
ing WCBS. Jack Sterling, disk jockey 
who devotes part of his morning show 
to t he transit system, presented an 
award to a 12-year old Brooklyn girl 
who won his anti-litter contest. 

He is shown giving Paula Wei^slei 
the winning check as her mother looks 
on. The contest was staged to stress 
the litter problem in New ^> ork City 
subways, and had the cooperation of 
the Transit Authority. 




Why out-of-home listening has 
grown is shown by figures recently re- 
leased b) the B, V. Goodrich Co. re- 
search dept. They found that the aver- 
age American family puts 700 more 
miles per year on the family car than 
it did in 1940. 



If Compton Advertising is not care- 
ful, they may lose some of their best 
agency men to radio or tv as announc- 
ers. The agency is putting their kev 
personnel through a speech and tech- 
nique of face-to-face communications 
course at Columbia University's School 
of General Studies. 

The 20-hour course is planned for 
10 weeks and is designed to aid the 
admen in dealing w ith their clients and 
the general public. Compton plans to 
repeat the course at regular intervals. 
Shown below are some of Compton 
people in the first course. * * * 





. . and now I like to cook." says a viewer 
from Trenton, Tennessee, writing to Carolyn 
Godimui of WMCT. 

This is just one excerpt from thousands of 
letters .Mrs. (toriimiu has received since she has 
conducted The llomemakers Program with Trent 
Wood, over WMCT, Memphis. Some others: 

"I'm nitre i/oit'ri (jifittg gnat pliftsurt to m<niy 
Iwitseicif (.<.'' 

''Your nciprs on good. 1 In/ lol.< of limn and 
/;rm litem on l<> oIJhvs."' 

*' You make cooking look so easy and cnjotjiihU." 

She really does — every day. Monday through 
Friday. Some participations still available. 



WMCT 

MEMPHIS' FIRST TV STATION 

NOW 100,000 WATTS 




NATIONAL REPRESENTATIVES 
THE BRAN HAM CO. 



I 



Owned and operated by 

THE COMMERCIAL APPEAL 



NBC BASIC • ALSO AFFILIATED WITH ABC AND DUMONT 



2 MAY 1955 
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FOOD FOR THOUGHT : 




Iowa families do things in a big way — flour by the hundred pounds, apples by the bushel, lockers L 
of beef and pork. The 315,600 television families within range of VOI-TV form a tremendous market 
quality products. 

Quality products demand quality service, the kind of service established by WOI-TV, the station l> 
sistently watched most by Central Iowans for the past five years. 




IT 




AMES-DES MOINES 
CHANNEL 5 
100,000 WATTS 
CBS ABC DUMQNT 
REPRESENTED BY 
WEED TELEVISION 



SAVARIN 

(Continued from page 39) 

motion activities for S. A. Schon- 
brunn; Albert Schonbrunn, who han- 
dles sales and production; and S. A. 
Schonbrunn. president of the coffee 
concern. 

The team believes in strong and 
steady concentration on a given area 
in order to get maximum selling sat- 
uration, rather than in quick expan- 
sion. They are aware that coffee 
brands cater to local tastes, which dif- 
fer in different areas, are capable of 
building strong local following?. 

The advertising they buy is selected 
with extreme care. Says Paul Gumbin- 
ner: "We are always keeping our eyes 
open for additional advantageous an- 
nouncement spots or programs on ra- 



dio and tv — but we arc not interested 
unless the buy offers u? unusual plu**e- 
bulli from an audience and an econ- 
omy standpoint." 

How did the\ manage to rapture the 
several choice and desirable I.I), slot- 
they employ, in prime time and next to 
top shows? "It was very simple," >a\s 
Gumbinner. "'We just keep on the 
lookout for time periods we might like, 
then alert the station to the fact that 
we are interested in those particular 
times as soon as they are available. 
Since we have built up a reputation for 
being a stable advertiser and a long- 
time steady holder of time spots, the 
stations are generally glad to cooper- 
ate. Then, the moment we learn of an 
especially good availability, we don't 
hesitate or hold any long conferences 
— we snap it right up. 



"Once we get a choice period. Gum- 
binner continues, "we-imply hold onto 
it tight. 52 weeks a Near. Some of our 
>pots became e\en better than when 
we bought them as even higher-rated 
-hows were slotted anmnd them." 

I he onh full-program bin - that >av- 
arin has made so far. aside from the 
Hob Wilson WRCA-TY news show, are 
in Philadelphia on WCAl -TV. Tile 
firm sponsors film shows liwlge 714 
and lioston lilackie on Thursda\ and 
Friday night- respective!) . cadi on an 
alternate-week basis. The one-minute 
"star" commercials, among others, are 
aired on these programs. 

The agency attribute- Savarin s ex- 
pansion to the Philadelphia market to 
the effectiveness of their radio adver- 
tising in New York: enough people in 
Philadelphia heard messages on New 



» > 





I. iVcic stations on «ir* 



OITY t STATE 



CALL CHANNEL 
LETTERS NO. 



ON-AIR 
DATE 



, ERP (kw)* 
Visual 



Antenna 
(It)"* 



NET 
AFFILIATION 



STNS. 
ON AIR 



SETS IN 
MARKETt 

(000) 



PERM1TEE, MANAGER. REP 



EFFERSON CITY, MO. r > 
SB, LOUIS, MO, 

YAILUKU, HAWAII 



KRCG 
KTVI 

KMAU 



13 
36 



13 Feb. 
9 Apr. 

12 Apr. 



105 
214 

l'/a 



660 
590 

5,960 



CBS 



Du Mont KETC 
ABC KSD-TV 



CBS 

ABC 2 
CBS 2 



KWK-TV 
WTVI 

None 



NFA 
761 vhf 

NFA 



Jefferson Television Co. Hoag-Blair 
(Mrs.) Betty G. Handy, pres. & gen. mgr.. 
Robert Blosscr. v. p. 
Camille Williams. set -Ires. 

Signal Hill Telecstg Radio Tv Reps 

Paul E. Poltason. pres.-treas. 

Harry Tennenbaum. vp 

John D. Scheuer. Jr.. exec vp & gen mgr 



Hav/alian Bcstg Free & Peters 

J. Howard Worrall. pres 

C. Richard Evans, vp & gen mgr 



If. New construction permits* 



CITY t STATE 



CALL 
LETTERS 



CHANNEL 
ND. 



DATE OF GRANT 



TARGET DATE 



iACRAMENTO, CAL 
■LORENCE, S. D.3 



KCRA 



3 13 Apr. 
3 6 Apr. 



IeRP (kw)" 

1 Visual 


Antenna 
(ft)'" 


STATIONS 
ON AIR 


SETS IN 
MARKET* 

(000) 


100 


495 


KCCC-TV 


162,125 






K BET-TV 




25.7 


710 


None 


NFA 



PERM [TEE. MANAGER, RADIO RE PI 



KCRA Inc. Robt. Meeker 

Ewing Kelly, pres & gen mgr 
G. Vernon Hansen, vp 

Hills Bcstg 

Midcontinent Bcstg. sole miner 
N. L. Bentson. pres 
Edmond R. Rubin, vp 



Iff. New applications 



CITV 4. STATE 


CHANNEL 
NO. 


DATE 
FILED 


ERP (kw)" 
Visual 


Antenna 

(ft)"' 


ESTIMATED 
COST 


ESTIMATED 
1ST YEAR 
OP. EXPENSE 


TV STATIONS 
IN MARKET 


APPLICANT. AM AFFILIATE 


tPHRATA, WASH. 4 


43 


15 Apr. 


13.3 


656 


$82,405 


$25,000 


None 


Basin Tv 

Casrade Bcslg. o»ner 
Thos. C. Bostlc, pres 



BOX SCORE 



U. S. stations on air. 

Markets covered .. 

U. S. tv sets (1 Afar. '55) 
U. S. tv homes (1 Mar. '55).. 



■12» 
263 

3i>,028,000§ 
33.200.000§ 



"Doth new c.p.'s and gallons going on the air listed here are those which ■••rurre.l between 
S April and 21 April or on which Information cotild be obtained In that perl xl .^tailonj are 
considered to he on the air when commori-lal operation iterlr • •KtTertlv* radiated power Aural 
power usually Is one half the visual power. •'•Antenna height ahme average terrain <n* 
above ground) tlntormutlon im the number of »ets In market* where not designated u being 
from SVC Itesearch, consists of estimates from the station), or np> and inu»l be deemed approv 
male, sllata from XUC Research ami Planning tin most oa-». the rroresrniatlves of a radii 
station which Is granted « cr>. al-o represent* the new tv operation sin e at |ire«»tlme It It 
Kenerally too early to confirm tv representatives of most grsnlee*. SPONSOR litis the^ reps of 
the radio stations In tills eoluinn (when a radio station h«» be— n glirn the tv grant). SKA: >>t 
figures available at presstlme on set; in market 
Xiraniee operated WTVI. Bel lev] -le. relinquished 

-To operate as satellite of Kr.MHTY, Honolulu, dnplli stint MiMll TV prmrrimlns. »hRh 
Includes Allt' and CDS programing. 
^Allocated to Waiertoun. 

• If (minted, will operate ai satellite of KIM A TV. Yakiira 
CTiils listing sup'tsedes Jhe prev tuus listing In SI'ONSOU of 
personnel. 



*dat>h. correulnje cJTor* In 
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^ i rk -lalmi^ to start the hall rolling. 
Due tn (lie qualitv pitch on the air. the 
high-priced Philadelphia food -tores 
-tailed to -ell Savarin at almost ri- 

ikulouslv high prices. giving it "snob 
appeal." ()\cr the vears, however, the 
pi i< c has come down to a more reason- 
ahle le\el. 

>. V. Schonhrunn fn>t put Savarin 

hi the consumer market in indi\idual 
cans in 1931. No advertising was used 
until September 1910 when space was 
bought in Sunda\ color supplements. 

In 1911. Savarin launched its first 
radio advertising in New ^ ork. bu\- 
ing announcements and participation;. 



in such morning programs as ,1/ury 
Margaret McHride, Martha Dearie, 
Morion Downey. I hey bought time 
on practically all the stations in the 
city. The budget was divided about 
50-50 between radio and newspapers. 

In 1942. both Savarin and Schon- 
brunn s other coffee. Medaglia d Oro, 
were withdrawn from the consumer 
market due to the war and concomi- 
tant shipping difficulties. It was impos- 
sible for them to maintain the usual 
standard of quality in the coffees, ex- 
plains John Mazzei, and rather than 
compromise, Schonhrunn suspended 
brand sale- and for a \ear or two sold 



coffee in hulk only. 

In 1944. Schonhrunn re>umed the 
packing of Savarin land Medaglia) 
and since then its growth has been un- 
interrupted. 

Radio was resumed in 1945. with 
two-thirds of the budget allocated to 
the air, one-third to newspapers. Sav- 
arin rode the husband-and-vvife team 
trend. They blanketed the earh -a.m. 
women's audience, largelv between 
>>:00-9:00 a.m.. participating in such 
; programs as Dorothy and Dick, \\ OH: 
The Fitzgeralds. \\ JZ (now YVAHC ) : 
Tex and Jinx. WNRC (now WRCA). 

The schedule they used on radio at 
the time was. according to John Maz- 
zei. a sort of "saturation stagger sys- 
tem."' They would run a saturation 
announcement schedule for about s-ix 
weeks, consisting of about 60 an- 
nouncements a week on five or six 
stations. Then they would stop for 

★ 

SfiHy any measurement you ] hroad- 
rasters] are in the van :i» guardians 
of the free enterprise for which men 
have struggled through the centuries? 
for free speech — and free speech alone 
— is the last harrier to ensla\ eiiient. 
\our stern resohe against encroach- 
ments upon it must not falter in the 
face of improper actions even hy con- 
stituted authorities. Freedom has not 
been won hy complacency, nor will it 
he held hv suhscrvienoe." 

IIAKOLI) E. FELLOWS 
President 

\AHTli. Washington. I). C. 

about a month, do no air advertising 
at all. 1 hey would then repeat the sat- 
uration and go through the evele again. 

: Using this technique, they increased 
business volume for Savarin about 

■ 60'/; between 1945 and 1946. 

In September 1950 Savarin made 
its first sortie into television, pur- 
chased the Saturday Sights t\ews on 
\\ RCA-TN . imniedia'elv follow ing the 
Lucky Strike Hit Parade at 1 1 :00 p.m. 
litis proved such a fortunate invest- 
ment that Savarin looked with favor 
toward more tv. shortly after that 

I bought the 10-second W'CHS-TY slot 
before the Toast of the Town and has 

I held on to it since. Within the past 
j ear. Cunibinner has acquired five oth- 
ci strategic adjacencies for Savarin 
in New ^ ork (see beginning of ar- 
ticle). 

In New 1 lax en and Hartford. Sav- 
arin airs one-miinile and 20-socond 
commercial!*, three to six evenings per 
week. 

In the earlv radio dins. SavarinV 
( ommercial approach consisted large- 



HAMM'S BEER GAINS 
9% DUE TO KXLY-TV'S 
FREE MERCHANDISING! 

Biq volume 'ferns such as beer als show substantial 
<a es gains when participating in KXLY-TV's free mer 
chandising assistance available to advertisers. Such 
sales building support is available to you too. In 
vestigate 1 

"We wish to report an increase of 9% in sales 
during the week March 7th through March 12th, 
above the previous week. 

It was during this week you featured HAMM's 
on your "Parade of Products", and we wish to 
thank you very much for your wonderful help in 
advertising this product. 

Yours very truly, 
JOEY AUGUST DISTRIBUTORS 
Distributors for Hamm's Beer 



Available at a discount 
when purchased In conjunction 
the XL netwoik 





uuRSKinBTon 



Rep.- nVERV-IMQDEL 
IHoflre E Lund: ieattle,partland 



fPOHJME 




HiiHflHD e. Janes 

uke prei.ft gen. mgr, 
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1 



Of 





How 

merchandising 

SELLS THE MAN 
WHO SELLS YOUR PRODUCT 




SUPERMARKETDISING' 



KGW's four iiistore merchandising men check 97 supermarkets, includ- 
ing Safeway, doing an estimated 60% of the area food volume. They 
check YOUR PRODUCT'S stock— build displays— better shelf position 
and frontage — give re-order reminders — place shelf arrows and display 
pieces and furnish you a complete weekly store-by-store report. In these 
97 markets YOUR PRODUCT receives two hist ore broadcast announce- 
ments each day. 



'GROCER OF THE WEEK' 



Merchandising the way the retailer likes it — at a practical, dollar-and- 
cents level. KGW ties YOUR PRODUCT in with a different super- 
market promotion each week which boosts store sales as high as 400% 
overall. Grocers volunteer cooperation with mass display and ad fea- 
tures. Weeklong promotions culminate with KGW personalities plug- 
ging products and sales hislore. A complete written and photo report 
furnished. 



LUNCHEON IS SERVED' 



YOUR PRODUCT is demonstrated to women's groups totaling over 
1000 persons each month. YOUR PRODUCT participates in ten 
luncheons during a 13-week period. "Luncheon Is Served" is available in 
only 21 cities in the United States and is yours exclusively in the Portland 
market at no additional cost with KGW. 



HOWARD McANULTY.., 

KGW's Food Merchandising Director 
combines agency and radio experi- 
ence with a 19-year background in 
selling food products. He carries to 
KGW from four years of service as ex- 
ecutive secretary of the Oregon Food 
Merchants Association, knows same 
2000 Oregon grocers by their "first 
name". 



KONNIE G. WORTH . . . 

KGW's sparkling hostess of "To The 
todies", Portland's top Pulse-rated 
women's program, does not stop at the 
microphone but takes her large follow- 
ing and solesmanship into the area's 
largest markets each weekend to 
smash sales records ond sell YOUR 
PRODUCT directly. 



Now Represented by 

JOHN BLAIR 
& COMPANY 




Portland, Oregon 




\ of -urging jingle-, which -tre-sed 
the liner quality of >a\arin. ju-tifying 
tin- few t t ill > mote it t oA. Today. Nn« 
< i in i- lid longer higher-priced than 
other < <>ffce hi and-. The pci>onality- 
endoi ?er> of the hrand ^t rc-^ that even 
with it- superior qualities "Saxarin 
i- priced right in line with other \ar- 
imm-packed brands." 

It is interesting to note that the cam- 
paign for the recenth -launched Chock 
full o'Nuts coffee I >ee sponsor 8 Feb- 
rnar\ 10511 eunently parallels Sa\- 
arin's earl\ advertising pattern. 1 he 
company points to the brand s higher 
cost, hut stresses the superior qualities 
which make it worth it. Chock full 
o'Nuts-. too. dc\ oted niorp than half of 
it- initial budget I about $500.000 1 to 
air media to secure distribution in the 
New ^ ork market la.-t year llO.vlt. 
Saleswi-e. it is now third in New ^ ork, 
follows Savarin. 

The Medaglia <1 Oro brand which 
has been packed by S. A. Schonbrunn 
since about 1921, is a demi-tasse cof- 
fee, whose adxertising is aimed to ap- 
peal to a highly sophisticated group. 

\ saturation schedule of NY*, about 80 
a week, on New York s "good music" 
station, \\T)\J{. promotes Medaglia. 
primarily in winter and spring. Sub- 
way posters give heavy backing, too. 

I he combination has helped boost Me- 
daglia to the No. 10 sales spot in the 
(it v. Kiesewetter. Baker. Ihigedorn & 
Smith. New ^ ork. is the brand's 
ageuex . * * * 



TIMEBUYINC MACHINE 

((Continued from page 46) 

field work on audience measurement. 
\\ lien they want a job. they will ad- 
\ertise something like this — "Wanted 

Research Field Job. Have heavy - 
soled tiroes. Will travel." Perhaps you 
will go to Philadelphia to prove again 
that the measurement of 220 diary 
homes proves- nothing, since .Nielsen 
ha- effectively punctured the worth of 
diaries. Perhaps you will check up the 
people represented by 31 Audhneters 
in a market where there are approxi- 
mately 3.000.000 radio sets. Perhaps 
von can solve the problem of how with 
31 Audhneters you can project the ra- 
dio listening of one-half of a teen-ager. 
4()TJ of a person listening to a foreign 
language program. 1 ',< of a traveling 
salesman w ith his radio going all day 
and the ghost of a relaxed businessman 
listening to the 10 p.m. radio news. 

May be you'll go into barber shops, 
into automobile sales rooms and ga- 
rage-, women's specialty shops, fac- 
tories where radio sets are going eight 
or more hours a day. not to a one-per- 
son audience, but to groups of an\- 
where from two up to hundreds. 

Of course not all the timebuvers 
may turn into research men. There is 
no end to account executi\es. so more, 
tiniebuyers nun end up with that agen- 
cy department. Except Cunningham & 
Walsh. Having had splendid experi- 
ence. C&W men will be found selling 
vegetables and fruits in -uper markets. 



^ es, Pill, time marches- on. These 
darn machines will not make the minor 
number of human errors that creep in- 
to time buying decisions. Furthermore, 
it isn't so much a question of error as 
it is that these machines have exactly 
the correct scientific attitude toward 
maximum sales at lowe-t cost per case, 
or per unit; and they will not be in- 
fluenced by personal considerations. 
The designers first thought that they 
ought to make a machine which could 
handle a big luncheon. Put thev 
couldn't get the machine small enough 
to be transported to the Stork Club. 

******** 

"Television is the first of the great 
modern indentions to bring people back 
into the home and keep them there. 
Most of the other noteworthy advances 
of this age — the auto, the motion pio- 
liire, the airplane — ha\«' contributed to 
taking people out." 

HAHKY BANNISTER 
} of Station Relations 
ARC 

******** 

Some of the engineers wanted the ma- 
chine to be able to absorb liquid re- 
freshments, but common sense pre- 
vailed when it was found that the 
liquid would leak through. 

And. incidentally, haven't you read 
that the first Ford cars were built 
with a whip socket on the dash board? 
Well, these new machines at the mo- 
ment have a special useless pocket in 
which you may insert a slide rule. 
Pill, you must believe in automation 
and cybernetics. * * * 




REMEMBER KXJB-TV & KCJB-TV 

COVER THE THREE MAJOR MARKETS 
IN NORTH DAKOTA-FARGO- 
GRAND FORKS & MINOT 

DELIVERING AN AUDIENCE THAT CONTROLS 
$879,164,000— SPENDABLE INCOME — 
ON KXJB-TV THESE TOP SHOWS OFFER FINE ADJACENCIES 



* JACKIE GLEASON 

* TOAST OF THE TOWN 

* STUDIO ONE 

•k CLIMAX — SHOWER OF STARS 



* ARTHUR GODFREY 

★ FOUR STAR PLAYHOUSE 

★ TWO FOR THE MONEY 

* THE HALLS OF IVY 



* I LOVE LUCY 

* DECEMBER BRIDE 

if PRIVATE SECRETARY 

* JACK BENNY 



BROADCASTING AT 100 KW FROM THE THIRD TALLEST TOWER IN THE U. S. — 1085 FT. — ABOVE GROUND 
KXJB-TV IS COLOR EQUIPPED FOR NETWORK — SLIDES & MOTION PICTURES 



CBS-DuMONT 



WITH STUDIOS IN VALLEY CITY, FARGO, GRAND FORKS (1955) BISMARCK (1955) 
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Did you cross pollinate ? 



However conceived, your ideas for the Advertising Council have grown into 
great campaigns. And this is no father to son opinion. Just look below at the 
record of only four of the many hundred you have created since 1942. You 
can be proud of your brood, but don't quit now. The Advertising Council 
still needs your fertile brains to help solve other problems facing America. 
And by you, we mean the agency account men, writers, artists, and media people who have 
donated their time, talents, and space for free — and those who haven't as yet. 








Aided U. S. Treasury in the Helped restore public con- Made millions of men and Helped Crusade for Free- 
sale of billions of dollars worth fidence when a recession women aware of their respon- dom broadcast the Truth to 
of War and Savings Bonds. was predicted by many. sibilities in Civil Defense. Iron Curtain countries. 

The Advertising Council, Inc., 25 West 45th Street, New York 36, N. Y. 
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NORTH AMERICAN 

( i r limit <! Iran pa^f> 35 i 

wart. utl unremitting advertising? The 
Notth \incrK ;in view i- that in am 
liii-f. u cll-populntcd area there are al- 
wj\- -oine people who \\;mt to go 
— imevlitre. and who are lliu^ potential 
p t— cngei >. 

I' requeue v. \\ ei>- I rax disco\ered. is 
mo.-l (H onomicallv obtained via spot 
radio, which also turn;- out to be the 
coinpam - nio-t productive medium in 
term.* of actual dollar sales. 

Radio, in addition, permits a \ a.-t 
coverage of nearh all segments of a 
market population. The company and 
its agencv. \ an \\ ood-1" isohcr. are less 
Concerned with the individual rating 
of an announcement period than with 
the cumulative audience delivered by 
the -tiit ion over tin- weeklv schedule. 

1 he medium - ability to sell dvnami 
call) is put to work in strong mes-ages 
urging immediate listener action. The 
aim is "to sell today." to get the lis- 
tener to pick up that phone and (all 
the number he has just heard on the 
air. 

That insistent voice is.-ning from the 
loudspeaker nun be just the final hit 



of persuasion that some prospects need 
to make up their minds to travel by 
air. the company feels. Pari of its pro- 
motion job is to convince the con- 
sumer to travel In plane instead of 
train or bus. 

If ('(••'</ srhrdnlrs: North American 
believes in dominating a station audi- 
ence. It seeks a minimum announce- 
ment schedule per station of .'55 per 
week, but tries to get more where bud- 
get and bulk discounts permit. Prac- 
tice is tending now to favor at least 
one network station and one indepen- 
dent, though availabilities and price 
attractions are factor? in final station 
choice-, along with rating analyses. 

Heaviest single-station schedule is 
K.L1F. Dallas, with 100 announcements 
per week. Largest dollar outlays are in 
Chicago. $2,600 weeklv; New \ ork 
and Los Angeles. §2.500 each. The 
other cities on the radio schedule are 
Detroit. San Francisco. Miami. Mil- 
waukee. Washington. San Diego. Con- 
tracts are usually for 52 week.-, with 
emphasis on heavy travel months. 

Announcements g e n e rail y run 
through the week, but are least fre- 
quent on Sunday. They begin with the 



wakcup 7 a.m. period, and end by 7 
p.m. Morning and afternoon '"driv ing 
time ' is given special attention, 'while 
the Sunday audience is considered a- 
a combination of home, car and beach- 
park listeners. 

The agency likes a well rated sta- 
tion, which, according to president Art 
Fischer, can deliver a huge cumulative 
audience. This was the reason for tak- 
ing on \\ HB.M in Chicago, for exam- 
ple. At the same time, he feels it neces- 
sarv to spread out the announcement 
schedule in order to hit as broad an 
audience cro.-s-section as possible. For 
this reason. less desirable ratings will 
sometime- be purchased. 

Tin* jxM/oti.- l) ()es S j, 0 t radio actually 
bring in the customers?? Yes. without 
question, the company says. Sales 
Manager Sacks state- that immediate- 
ly after a station i< added to the sched- 
ule, the phone calls pick up. Howev er, 
he cautions, you can t always isolate 
what it is that is really causing the 
sales jump, because other local media 
are at work. too. chiefly newspapers. 

One of the group of girls answering 
the telephone is instructed to ask the 
caller where be learned about North 
American's service. Radio shows up 
st rough, but it is difficult to pin down 
the source to the exact station. How- 
tricky ,-uch surveying can lie is illus- 
trated by a recent company check in 
New York. W'MGM. one of the sta- 
tions used, seemed to show up less fre- 
quently than expected in the telephone 

i operator s reports. An experiment was 
tried. For a few days, the station call 
letters were announced after each com- 

1 niercial. Results? There was a sharp 
rise in mentions of the station. 

Clearest ease of results from spot 
radio is Dallas. There, 125 announce- 
ments had been running on KLIF, an 
independent, for two and one half 
years (schedule is now 100 per week). 
Other media are of minor importance 
for this city. From the beginning of 
the- schedule, says Sacks, results in the 
Texas citv have been "highly satis- 
factory . 

North American puts a heavy bur- 
den on its advertising, tries to make 
even ad dollar produce 10 dollars of 
business. This is the test which ulti- 
mateh tells the story, over-riding such 
factors as ratings and cost-per-1.000. 

Radio meets this test, reports Sacks, 
> in outstanding fashion. 

Mass floss: Reeenth, the Van 

Wood-Fi.-ehcr agency which handles 



ugh 



i YES) 



'v SALT LAKE CITY, UTAH 



IT'S 



KNAK 



SALT L. IKE'S OXLY 

21 1 101 R I M) EI' EM) EVE 



PARDON OUR Smoke Signals but 

INJUN love-um happy smoke signals. Spellum "heap 
good listening on KNAK" 
Make braves happy. Make squaws happy. 
Make-um white-man much happy! 
(Make-um only competitors sad) 




Chief No-Bull says : 
Iron Horse speaks much truth, 
KNAK has heap-biR Hooperating. 
All squaws know 
Get big story from Forjoe man. 
Him know much, tell much! 
Happy story tor Paleface Time-buyer 




Yau'rc on the right track with KAY-NAK 
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tlie account from offices in New York 
am! Lo a Angeles, convinced "North 
American to add another approach to 
its radio advertising — -schedules on the 



None of this is true of the announce- 



ments on 



the 



"ood music stations 



'good music" stations. 



Reasoning, ex- 



plains Art Fischer, is that such stations 
have sizable audiences that make good 
travel prospects for the price pitch: 
teachers, white collar worker-, and the 
like, who might be considered to fall 
into the lower middle class. 

Two such stations are now in use: 
WQXK in New York, KFAC in Los 
Angeles. 

The New York station lineup shows 
WQXK, 42 announcements per week; 
WMCA, 47; W'AIGM, 35. (No net- 
work station has yet been added be- 
cause of budget limitations in this 
market I . 

In Los Angeles KFAC carries 26 an- 
nouncements. KABC 70 and KM PC 
75. 

It K still too early to assess the pre- 
cise value of the serious music station 



'•Working with manufacturers unci re- 
tailers, in such activities as district 
meetings, trade «lnms ami company run- 
\ciitions, will give radio executives an 
insight into general economic problems 
arid those particular ones of the bnsi- 
nc»men they serve, and want to serve. 
Radio broadcasting is a major market- 
ing tool of American business, and far 
too many stations are giving only su- 
perficial attention to the role radio 
plavs in this marketing picture." 

ARCH L. MADSKN 
Director Member Service 
BAB, A'cic York 



as a sales producer, but North Ameri- 
can lias already had indications that 
the announcements are pulling. 

Listeners to the serious music sta- 
tion. Fischer feels, tend to stick with it. 
This mav mean a lower cumulative au- 
dience, but it also means an audience 
which is probably being exposed with 
greater frequency to jour sales mes- 
sage. 

The N orth American copy chatige- 
of-paee on a station like WQXK is 
striking. If you have heard the firm's 
average announcement, you know it as 
loud. fast, high-pressure. Announcers 
Fred I'tal and Andre Uaruch pound 
away in a two-voiced high-decibel race. 
1 he pressure pitches pay ofT. says agen- 
cy production supervisor Kicky Mo- 
reno, but they are so strong that oc- 
casional!) complaints are made to the 
company by irritated listeners. They 
will he toned down somewhat in the 
future. 



These are delivered h\ Milton Cross 
in his usual unhurried, soft manner. 
Cross has long been associated with 
the Metropolitan Opera broadcasts on 
ABC, and full advantage is taken of 
the association. His cop\ frequently 
uses opera or cla-sical music references 
as take-olT points, lie maj mention 
great composers or conductors, per- 
formers, compositions. 

Because of the announcement fre- 
quent;} on most stations, the agencv 
feels some changes are necessarv at 
regular interval-. Even three-month 
cycle usually sees a new hatch of an- 
nouncements cut. 

Colli/: Whether slam-hang or soft, 
copy theme is two-fold: (a) airline 
fare is lowest; I hi service and equip- 
ment are of the highest standards. The 
rider is offered 300-niile-an-hour equip- 
ment of the latest type, pressurized 
cabins, a perfect safety record of 
1.000.000.000 passenger' miles, two 
courteous and helpful stewardesses, 
free food. milk, bottle and baby foods 
for infants. 

When the first irregular operations 
appeared after World War 11. consid- 




liable public skepticism greeted their 
efforts to compete with the solidly es- 
tablished lines. But the lK-by-night 
operators are gone now. 

Still, tra\el remains a sensitise prod- 
uct, and it i> general I \ recognized that 
despite the advances in air travel, the 
average person nun yet feel there is a 
certain element of risk in (King. 

I se of the term "non--< heduled" has 
hurt, the company -ays. It implies 
that there is something inferior in the 
way the sen ice is operated, which is 
not the case, compam -poke-men say, 
pointing to the new maintenance plant 
in Burbank, which they claim to be the 
best in the business, as an example. 
North American refers to itself as an 
"independent." It prefers to distin- 
guish itself a- a "non-subsidized" line, 
that is. one that depends on passenger 
coach service alone for re\enue and 
does not have the advantage of govern- 
ment mail contrails. 

Ibis is win agency v. p. and copy 
head Lee Rogow stresses the luxury 
aspects so strongly. The new giant 
DC-OB. say the announcements, take 
you from coast to coast faster than the 
planes of other major lines. , t ou trav- 
el to the airfield by limousine. And 



sour com 
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it's a matter of record! 



WCUE spins more pop platters, more 
often; plays the sweetest music, all day 
long. WCUE gives the home folks more 
news, more often; reports On their neigh- 
bors, brings the whole world into their 
homes. You"re right on CUE . . . it's 
a matter of record. 

?7iore MUSIC 
more NEWS 
7/tore OFTEN 

W?cue 

Akron's only independent .we're home folki 

Tim Elliot. PmiJeui 
John E. Pearson Co., Natlonot Reprcscntat.ves 
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ATTENTION, RADIO 
SPONSORS 

NOW YOU CAN REACH 
THAT BIG RICH 
CHICAGO BILLION DOLLAR 
NEGRO MARKET 

721,500 

LATEST FIGURES 

"JAM WITH SAM" 



The disk jockey shoic that 
ItL is the talk ttf the town 

U Mondav Thru Saturday — 
J) 9:30 P.M.- 1 2:00 M. 

WGES"— «>.000 Watts — 

1390 Kc. 
PARTI \L LIST OF SPONSORS 
ARMOt H — Carnation — Cora-Cola 
Ebony Magazine — Illinois Bell 
Telephone — Lucky Strike 

Miller Ilish Life 
WRITE, WIRE OR PHONE FOR 
AVAILABILITIES 

SAM EVANS PRODUCTIONS 

203 N. Wabash Ave., Chicago, III, 
Phone Dearborn 2-0664 



IF YOU CAN USE THE 
SERVICES OF A 

RADIO-TELEVISION 
SPECIALIST 

with extensive ad agency 
experience in positions of 
responsibility like 

Media Director 
\ Head of Timebuying Unit 
\ Talent Buyer 
\ Account Executive 

;m<l who is prnrnilly recognized as 
liawiiji worked more rlowly w i 1 1 1 sta- 
tions network executives, and station 
r»|u <--< nt at ivi-s than any one of the 
a<l\c rti-iiiK fraternity. . . . 

You'll w inl to pel in I'linli will) me. 
I am iie-lanlly availalile and would 
like an opportunity to show you how 
inv vmi»cl experience involving the 
vi<'ll h< - iii(4 of 30 different accounts can 
f 1 1 your ngeney or advertiser ueeils. 

Please address Box 52 

SPONSOR 

H) K. 49th St. 
New ^ r.rk 17. \. V. 



"ahove the weather" at more than 300 
miles an hour in pressurized cabin?. 
For sleeping on the reclining seats iou 
are supplied with a pillow and a Ldan- 
ket. 

But price is si ill the big pitch: $80 
each way on round trip New York to 
Los Angeles. $24 to Chicago, $39 to 
Miami. $56 to Dallas. 

Fur ur<' prosper*.*: North American 
expects to increase its radio budget in 
the future, particularly after it obtains 
certification from the CAM. It was 
founded in 1950 by four men who had 
gone into the air coach business with 
their own firms immediately after the 
Second World War with inexpensively 
purchased surplus C-47's (I)C-3s). 

The firm says it has helped bring 
I lie cost of air travel down to where 
the average person can easily afford 
it, and has amL>itiou> plans for the fu- 
ture to do even more in this direction. 
In envisions a future trans-oceanic ser- 
vice patterned after its continental op- 
eration. Cost for a round trip to Eu- 
rope may be as low as $250. * * * 



SATURATION RADIO 

< Continued from ]>age 41 "> 
Now. how do you get there? 

Spot frequency: Research helps to 
guide spot radio clients. 

Radio Advertising Bureau, for in- 
stance, ordered an analysis from A. C. 
Nielsen last year to learn the cumula- 
tive effect of spot announcements. 

Ibis is what Nielsen told RAB: 

''In New York, Chicago and Los An- 
geles during January 1953 a total of 
seven announcements per week on a 
single, top-rated station of all-around 
program appeal reaches 21^ of all 
radio homes an average frequency of 
two times weekly . 

"A total of 21 announcements per 
week on the same station will reach 
some 43/r of all radio homes with an 
average frequency of 2.3 times per 
family." 

There's the key. To double the num- 
ber of homes reached, you have to 
triple the number of announcements, 
according to HABs yardstick. 

Other research confirms the fact that 
\ oil have to add radio pressure at a 
geometric rate in order to keep the per- 
centage figures of radio homes reached 
on the rise. 

The Colgate agencies have a formula 
I see page 10 for chart) which goes 



something like this: 

Using Hooper radio rating points, 
and not worrying about duplicated 
audiences, it takes a total of 40 points 
to reach 25 f c of the radio homes in a 
major market on a one-week basis, 
thev estimate. 

To reach the 50%-of-homes figure, 
vou ll need about 140 rating points. 
(The ''50^c°' lev el, you'll remember, is 
the one at which average "saturation" 
begins, veteran buyers feel). 

To get the level up to 75^ in a 
week's time, you'll need about 400 rat- 
ing points. 

Again, it's a geometric upward 
climb: to triple the number of homes, 
vou have to multiply the number of an- 
nouncements you purchase 10-fold. 

What does all this mean in terms of 
planning a saturation campaign? 

Here's how a veteran media execu- 
tive at Young & Rubicam summed up 
the problem : 

"Up to a point in spot radio, the 
more announcements v ou pile on. the 
more homes you reach. 

"But, as you continue to pile up the 
announcements, the emphasis of your 
campaign begins to shift automatically. 



7 itiie 1/UC<m 

IN THE LAND OF 

MILK AND^tONEY 




THE ONLY CBS PROGRAMMING AVAIL- 
ABLE TO A MILLION NICE PEOPLE! 

From 7 A.M. to I A.M. 
Yep! Bigger'n Baltimore! 




HAYDN R. EVANS. Gen. Mgr • WEED IV. Rep. 
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You slow down in the number of new 
radio homes you're reaching. Bui you 
begin to increase the number of times 
you're hitting any one home in the 
group you arc reaching. ' 

Where is this magic cut-o(T point ? 

It all depends on the campaign and 
the product, agency men told SPONSOR. 
One advertiser — like an auto firm with 
a new car — may want to get the broad- 
est home base, regardless of how many 
announcements it takes to get there. 
Such an advertiser will go the limit 
on budget. But another advertiser — ■ 
such qs a baby food — might prefer a 
fairly broad home base but would want 
to reach young housewives with as 
much repetition as possible. 

Timebuyers and media men with 
wide experience in spot radio have 
some formulas of their own as to what 
frequency will give, you '"saturation" 
in a major market today. 

Here are some examples: 

"When I'm jusl starting to plan a 
sizable spot radio campaign, I usually 
take all of the radio stations in the 
market and multiply the figure by two. 
Thai ^ill be my weekly base frequency 
to do an average job. If there are 10 
stations. I'd buy 20 announcements 
weekly, in other words. I'd then go up 
or down from this base- but mostly 
up." said Kudner assistant media di- 
rector John Marsich. 

"If you're going to have a saturation 
campaign, you should figure roughly 
on 150 spot announcements a week in 
the top 10 or 15 U. S. markets, and 
about 60 announcements weekly in the 
next 20 markets.'' said .Mary MeKenna, 
former Benton & Bowles timebuyer 
who is now research chief of WNEW . 

"'We used to feel that 15 radio an- 
nouncements weekly in the top mar- 
kets, spread around on three stations, 
was a pretty solid schedule." said J. 
Walter Thompson's Jayne Shannon. 
'"But today I'd say you had to have 
three times that frequency, at least, in 
order to have minimum saturation. If 
you really want to hit the audience 
hard, vou may have to have 60 or 70 
announcements weekly.'' 

The David J. Mahoney agency, in 
planning saturation radio campaigns 
for Virginia Dare, has another slant 
on the problem. It's one that is par- 
ticularly interesting to spot tv adver- 
tisers (see ''Virginia Dare comes back 
to 'full strength' spot radio." SPoNSOK 
4 April 1955 j. 

The Mahoney media men feel that 
you begin to saturate a radio market, 



on a minimum basi:-. with a steady 
frequency of u round 35 announcements 
a week. But, in practice, the agency 
actually runs the frequency nile be- 
tween 70 and 100 announcements 
weekly, according to Media Director 
Koger Buni>tead. Reason: Mahoney 
figures you can buy 20-25 radio an- 
nouncements for the price of one good 
tv announcement today and good t\ 
availabilities are too few and far apart. 

Dollar for dollar, the Mahoney 
agency has found that in a top radio- 
tv market radio delivers about seven 
and one-half times more audience im- 
pressions than tv. 



Malion executive*, loo. have -onie 
strong ideas of their own on what is, 
and what is-nl. spot radio saturation. 

Many would prefer the equivalent 
dollar volume of short-term saturation 
campaigns to be >pread over a 52-week 
basi>. It s often a real headache, Ma- 
lion men -ay. to clear an announce- 
ment schedule of 50, 75 or 100 week- 
ly on a few dav> notice, oiilv lo have 
ihe dols vacated in a month. 

Bui station men feel thai if an ad- 
vertiser is goiiifi lo run a saturation 
schedule, he should make it bi^ enough 
to be effective. 

T. >. Marshall, president of Svra- 




MR. CIGARETTE MANUFACTURER - 

just two cartons of your cigarettes sold to the homes 
reached by WCN alone would mean 53,092,400 packs — 
nearly $11,000,000 at $2.00 per carton!* 

WGN reaches more homes than any other advertising 
medium in Chicago, and our Complete Market Saturation 
Plan has proven it can sell your products to these homes. 

*Nielsen Coverage Service — Monthly Daytime Audience 



A Clear Channel Station 
Serving the Middle West 
M It S 




For your best television buy in Chicago, it's WCN-TV, Channel 9 — 
delivering top results for advertisers. 
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c[\>c - \\ 01.1 . Mimmed it up typically 
for sI'onsok. 

"J lien* are a lireat mam advertisers 
wh are occasionally in the market 
for "saturation" schedules who end up 
buvinii 10 <>r 15 announcements a 
week in a metropolitan market. 

" I hev imagine, or are advised by 
their aueiicv . that such a schedule is 
saturation, and radio loses a chance 
to show what it can really do. 

*'ll is significant (hat retail advertis- 
ers, who naturally have a better chance 
to check results In 'key specials' than 
do manufacturers, >eldom fool around 
with small doses of radio. Our super- 
market achertisers almost invariably 
run 12 or more a day on peak days. 
We ha\e at present eight local ac- 
counts who broadcast 30 to 57 an- 
nouncements a week regularly, and 
build peaks on top of this for special 
events. This is saturation." 

Illicit stations? If you're playing in- 
dustry averages, your saturation cam- 
paign now looks something like this. 

1. You want to reach about 50% of 
the radio homes weekly. 

2. You'll use between 75 and 100 



announcements weekly in the major 
markets to do the trick. 

But what outlets should vou buy? 
There are two distinct schools of 
thought on this, you'll find. 

The fir-t group will urge that you 
put all your advertising eggs in one 
ladio basket. Buy one or two top sta- 
tions in a market, they propose. What 
stations? The top network outlet and 
the top independent. Whv? Because 
your concentration on these two sta- 
tions will earn you nice discounts. 
And, it will help to off-set the higher- 
than-average cost of each announce- 
ment, as compared with the average 
price per announcement of all stations 
in the market. 

The second group has the same tar- 
get, hut urges a different route for get- 
ting there. Spread the announcements 
all over the dial, they urge, and forego 
some of the discounts. This way, 
they'll tell you. you'll reach a wide 
cross-section of listening — network 
shows, music-and-news, classical mil- 
*ic, sports, farm programs, and so on. 

What prtvtt saturation? At this 
point, you can start to doodle some 



THt MOST POWERFUL RADIO AND TELEVISION COVERAGE IN THIS REGION 



^ a DOUBLE Ringer. •• 



in the Detroit Area! 




CKLW rodio covers a 
15,000,000 popula- 
tion in 5 important 
states. The lowest cost 
major station buy in 
the Detroit oreo. 



800 kc Radio ^ MM i 


IW v 




1 


Channel 9 


50,000 Watte ■■■ 






325,000 Watte 


Notional Hop. MM j^m I 




A 


J. E. Camptau, »rtt. 


Adam J. Young, Jr., Inc. N K ' 

- 


■■I 


L 




Guardian Bidg., Dttroit 



figures. They should look something 
like this: 

1. The average cost of well-rated 
radio announcements today, timebuv- 
ers estimate, runs between $30 and $50 
net apiece in the largest U. S. cities, 
provided the campaign is about four 
weeks long. 

2. You're figuring on a loose aver- 
age of 100 spot radio announcements 
weekly in the largest markets. That 
puts your per-market weekly costs into 
the $3,000-85,000 weeklv '(brackets) 
if you want to achieve a level of real 
saturation. 

3. You are, let's say, planning to 
clobber the top 50 markets during the 
run of your campaign. That means a 
''nationwide" weekly cost of some $20,- 
000 weekly for time charges. To this 
vou can add the costs (fairly nominal) 
of recording talent, pressings, shipping 
charges for transcriptions and the like. 

4. On a 13-week basis, your cam- 
paign, timebuyers told sponsor, might 
run you around $250,000 more or 
less. 

At this rate, you'd be spending in 
the neighborhood of $1,000,000 annu- 
ally to achieve a comfortable level of 
steady spot radio saturation. 

You've probabh noticed, however, 
that many of the saturation drives 
you've seen are of a short-term dura- 
tion. Apart from the fact that a brief, 
intensive push may be all the adver- 
tiser wants at the time, the length of 
the campaign is sometimes a matter 
uf costs. 

Remember how many more an- 
nouncements v ou hav e to buy to push 
the level of homes-reached op a few 
percentage points? 

Apply the figures above to a "75% 
of homes" campaign, and you'll find 
that it might cost as much as $1,000,- 
000 annuall) to keep up massive pres- 
sure of this tvpe all \ear in all major 
markets. Hut this has not been. the. 
pattern. 

Satiivutiuu's future; \[ t] )e mo- 
ment, most saturation advertisers in 
spot radio are n<ing the technique on 
a market-In -market basis, rather than 
a nationwide basis. 

This includes advertisers such as: 
Instant Maxwell House (Benton & 
Howies). Halo Shampoo ( Bryan Hous- 
ton), Wildioot IBBDO) and L&M 
Cigarettes (Cunningham & Walsh). 

J he others who do try to cover the 
whole nation usnalb do so only for a 
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"llight" of announcements (two to 
eight weeks) . and then drop back to 
regular schedules or drop out entirely. 

This group includes: Ford (J. Wal- 
ter Thompson), P&G (various), Men- 
nen (Ken) on & Eckhardt), Lipton Tea 
(Young & Rubieam), Super Anahist 
(Ted Bates) and many others. 

Rut most timebuyers surveyed by 
sponsor predicted a trend: More and 
more advertisers, they said, will start 
putting their saturation campaigns on 
a regular basis, covering as many mar- 
kets as possible. * * * 



BLACKLISTING PROBE 

(Continued jrom page 43) 

mentioned others in the agency that 
they wanted to talk to, but no one else 
would talk. They have a bunch of peo- 
ple going to talk to agencies, but they 
don't know anything specific." 

Another radio-tv v. p. at one of the 
top 30 radio-tv agencies said: "I'm de- 
lighted that the Fund is doing this job. 
We've been running into terrible prob- 
lems at times — all kinds of phone calls 
from clients because of letters or calls 
they in turn have had. It would be 
very tough for a job like this to be 
undertaken within the industry itself, 
desirable though it may be. 

"At an agency you're under constant 
client pressure. That's why I'm glad 
this outside group is undertaking the 
job, but I bet they'll have a rough 



time. I personally would cooperate 
fully with them." 

The radio-tv v. p. of still another top 
radio-tv agency put it this way: "We've 
got to be realistic about this. Even 
agency has some sort of a file, and 
the criteria depend on who runs it. 
Certain types of clients clamp down 
more than others. Personally, I don't 
care. I wouldn't want to hire a Com- 
mie, myself — I don't think they've got 
a place in America. And if a guv s 
heing investigated and he refuses to 
answer, well, you've got to form vour 
own conclusions. Rut if a guy clears 
himself. I personally don't see any 
reason for not hiring him. Still, it 
isn't my dough. Look at what hap- 
pened a few years back. 

"Some gal sang on our client's net- 
work tv show, and the next day that 
phone was hopping like mad. It seems 
that the sponsor got a letter from some 
character complete with a photostat of 
a handbill inviting people to some ral- 
ly, and the gal's name was on the hand- 
bill as a performer. The client was 
mad as hell. He's spending a small 
fortune, so he doesn't want to be 
caugrht in the middle of a controversy. 
I felt sorry for the gal, because that 
was a one-time thing and the rally had 
a real patriotic-sounding name, and 
maybe she didn't know. But what's the 
sponsor going to do? And what can 
an outside group like this Fund do 
when it's a question of sales?" 

sponsor spoke to Fund staffers to 



get the picture of its operations. The 
Fund's approach, according to Michael 
Harrington, a former Life editor who 
i* Copley's adininistnithe assistant, is 
"journalistic, not academic.'' Head- 
quarter- for the project arc two >mall 
adjoining oflices in New ^ ork's Shel- 
ton Hotel. Two Fund staffers are cur- 
rently working out of Hollywood, re- 
searching the political criteria in mo\ie 
industry hiring. Fi\e others are work - 

'•There arc two forces at work to en- 
courage experimentation and change. 
The net of these is that it has become 
incredibly costly to remain on television 
aiul use an ineffective and imitative 
sales approach. Ad verti-er- arc begin- 
ning to realize, in this connection, that 
relatively little can be done any more in 
the direction of controlling the cost of 
reaching \iewcr«, but that a great deal 
can be done in increasing the effective- 
tiveness of the commercials yon present 
to them." 

HORACE SCHWERIN 
I'resident 
Schu-rrin Rosenrch Corp. 

/Veio York 

**★ + **★★ 

ing primarily on radio and tv out of 
New York. The staff is composed of 
six men, three women. Three of the 
staffers were with Time Inc. — one as a 
Fortune writer, two as Time research- 
ers. Two others have a background in 
labor journalism. 

Exact form the staff's report will 
take has not been determined. It may 
be put together as a book or as a se- 
ries of articles. Cogley states. * * * 
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Covering the enlii* 
Northwtil Irom Spokan* 



EVERYWHERE 

You Turn, People Are Tuning 
In— and KGA's KASH BOX 
is turning out BIG RESULTS- 
55 732 

Letters in twelve weeks! 

Newest Sponsors to add their 
names to a mailing list where 
every letter means a sale are 

• Lynden's Ravioli 

• Sunny Jim Product; 

• Surf-Mist Tuna 

They're in good company with 
five other successful KASH BOX 
sponsors 

KGA's KASH BOX MEANS RE- 
SULTS FOR YOUR PRODUCT! 

Inquire: 

Reps.: Everett-McKinney, lnc| 
New York, Chicago, 
Los Angeles, San Francisco 



Box 141 - Spokane, Wash. 



29 of the Best 

Independent 
Radio Stations! 

ALWAYS BEST 
hi the MARKET - 

the AIMS station! 



Boston 


WCOP 


New Orleons 


WTIX 


Cleveland 


WDOK 


New York 


WINS 
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KFMJ 


Huntington, L.I. 
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KWBB 
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PROGRAM GUIDE 

\Continued from page 37 j 

had farm shows hut this year the fig- 
ure stands tit 70' < . Home economics 
show.- have taken a sizable jump. The 
1951 figure for homemaker shows \va- 
•16' r ; today the figure stands at 61' < . 
The percentage of stations airing shows 
tailored especially for minority audi- 
ences is about the same this year a* 
last — 51'<. Negro radio is up, from 
25 to 29','. 

There s been a slight decrease in the 
amount of foreign-language program- 
ing other than Spanish; it went from 
19' r carrying foreign-language broad- 
easts in 1954 down to 17% today. 
Spanish-language programing is hold- 
ing steady at 7%. 

There's no lack, however, in the va- 
riety of languages involved, which has 
grown. Programs in no less than 3<3 
foreign languages are aired in radio 
in the U.S. and Canada. The languages 
range from \rabie and Creek to Japa- 
nese and Lithuanian. There are even 
stations which air programs in the Na- 
\ajo Indian tongue. 

• Loral Tv: There have been some 
major shifts in the pattern of local tv 
programing. 

The percentage of stations airing lo- 
cal feature films is the same this year 
as last— 95' i. But the feature shows, 
largely due to the growing lateness of 
network daily schedules, are being tele- 
east in later time periods. Last year. 
7-1 'r of tv stations had a late-night 
feature film show. This year, the fig- 
ure is P>4%, a noticeable gain. 

Local tv homemaking shows have in- 
creased somewhat, from 81 to 90 r * of 
stations. Hut here again is a trend be- 
neath the surface, timebuycrs will be 
interested to learn. Homemaking shows 
are becoming broader in scope. Al- 
though 901 of them are still based 
around the kitchen stove, 70'? of them 
also feature decorating and fashion 
tips. 55' r also feature "do-it-\ ourselP* 
activities and 35' < feature child care. 

The percentage of tv stations carry- 
ing local newscasts has gone down a 
trifle from 97 to 96 '7- . This is off- 
set to quite a degree b\ the fact that 
news coverage at the local level is ex- 
panding. Last war. only 32' < of the 
stations produced their own local 
filmed ncwsreels. This vear. 50' "< of 
the stations film local happenings. 

Two other tv categories have 
dropped somewhat, perhaps due to in- 
tensive radio competition in these 



fields. Local t\ folk music shows were 
aired by 43' < of tv stations last year; 
this year, the figure stands at 36%. 
Local sporlscasts were televised by 
42% of stations in 1954: todav the 
level is 3 4'7 . 

Syndicated films this year have be- 
come almost as widespread as network 
programs, Of the total tv station re- 
spondents, b'2' <' air syndicated film 
shows of some sort: 94% also air 
network shows. 

Television shows slanted to the farm 
audience are abo on the increase. In 
1954, some 47% of tv stations aired 
farm tv programs crop reports, fann- 
ing tips, weather, farm bulletins, mar- 
ket conditions and the like. This \ear, 
due mostly to the recent growth of tv 
in small cities and farm areas, the per- 
centage of stations airing tv farm 
shows has risen to 56%. 

Juvenile-appeal shows have also in- 
creased in local-level Iv programing. 
Today, more than nine out of 10 sta- 
tions ■ — ■ 92 r <' - air loealh -produced 
moppet or teen-age programs. A vear 
ago. that figure stood at <% r ? . 

Programing definitely slanted at mi- 
nority v iewers has generally eased off 
a bit, dropping from a 1954 level of 
10% to a 1955 figure of 9%. How- 
ever. Negro-slanted tv — following in 
the footsteps of the huge success of 
Negro-appeal radio • — ■ lias increased 
from 3 to 5%, and now covers nearly 
20 tv outlets in the U.S. Foreign-lan- 
guage tv is still confined to one or two 
of the largest cities (except for French 
tv shows in big Canadian cities like 
Montreal) and does not as vet emerge 
as a recognizable trend. * * * 




". . . and see that your radio stays 
tuned to Bob Johnson's Early Birds 
on KRIZ Phoenix!" 
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HEADS 'N 
SHOULDERS 

ABOVE THE REST ! 




Top "Hooperatings" in 41 
out of a total of 62 meas- 
t ^VC^y ^ -^t^T ured quarter hours (7:00 

a.m., - 10:30 p.m.) Mon- 
day thru Friday. See the 
January-February 1955 
Hooper Report. 

M It's a TERRIFIC Story! 

*J AskBRANHAM! 

KAUlVj CHATTANOOGA, TENN. 




CARTER M. PARHAM, President 



KEN FLENNIKEN, General Manager 



BIG TV SHOWS 

(Continued from page 32) 

loiig-terni deal at a high figure in or- 
der to insure against raiding. Alter- 
nate sponsor* Hazel Bishop and Proc- 
ter & Gamble are paying a bigger hill 
as a result. 

Such network deals with talent, Spec- 
tor complains, are driving costs too 
high. Stations, furthermore, are con- 
stantly raiding rates. And I he various 
unions apph their pressures steadily. 
Somewhere along the line something 
lias to gi\e. the Hazel Bishop head in- 
sists. "T\ must not live in a vacuum." 

Most important of all, perhaps, in 
Spector's \ iew. is the increasing dis- 
crimination of the audience. \\ here 
block programing was significant in 
radio, he believes it plays a minor role 
in tv. Viewer,* are growing more and 
more selective. 

This is paralleled 1>\ a more critical 
appraisal of the medium today on the 
part of advertisers, Spector sa\ s. He 
adds the following comment: 

"Advertisers have never spent such 
great amounts of money in combina- 
tion with such (requeue) in any other 
medium as in television. Some of us 
are beginning to wonder whether we 
could not achieve outstanding results 
if we applied the tv pattern to, let us 
say, newspapers. 1 should like to re- 
mind the television industry that Ha- 
zel Bishop's first great advertising suc- 
cesses were scored in newspapers." 

At the same time, Spector declares, 
it must be recognized that television 
is the greatest of all media. There has 
never been anything like it. The doubts 
are arising now only because of the 
frightening increases in costs. 

"Insertion" faults: Spector rejects 
the concept of "insertion"-type spon- 
sorship. Such a participation ap- 
proach, he feels, suffers from two in- 
herent faults: 

Ao sponsor identification: Spector 
\iews sponsor loyalty as a major fac- 
tor in commercial success on tv. This 
is made startlingly clear, he told SPON- 
SOR, when This Is Your Life features 
a subject with whom specific popula- 
tion groups can identify themselves. 
Localized sales leaps testify to the ex- 
istence of a fund of good will which 
is expressed in such instances by large- 
scale purchasing of the sponsor's prod- 
uct. 

Ao integration of commercial and 
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Market in the Charleston 
area, you sell half the papu- 
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BOOK PARADE 

America's Most Widely 
Listencd-to Hook I'mgram 

IN CTKRENT RELEASE 

I Uv-k Iln itwcrs i 

Carl Sitttdbiirp; Tyronn Tuwer ; 
Daniel O'l-lah.rty; I(»l»crl M. 
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WWman, Laura Srotl Meycrsi 
II,,,,. Su-rliiiK Cole; l"ran< <■•* lark, 
fnsoli Koy«<*i Waller Spearman. 
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Alnrijtoar f" r Modern*" 
Donald l^ulrokH IVattie 
■Cavalr, of I he f*>" — • > '"' 
Molttrns^ 

"1 lie Ciwl % «r" James Strict 

"Tho S,„r> of Mj Life"— IMm, 
K. II. r 

"Away All lloats" K.unotli Do.l-on 

"\ Connecticut Yankee in King 

Vrlliur'n < onrt" Mark Twain 

"\ Mm f.ill.,1 1'inr" Catherine 

M*r*Ii*.ll 

,ton.« ■■■ Hir l' imill> " 1 Ultra 

f < Tini 

"Mth. Cattily Strike* It Illrli 

linlxrt T nil nit 
"Konttokc K.-ii< K a<lc" Hon Tracy 
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program : ;*pe<'tor ha* a qualitative, 
rather than a quantitative interest in 
programs. For example, when asked 
why he had cancelled The Martha 
Rare Show in \ iew of it? high ratings 
(which he had been happy with last 
November see '' The Spectaculars, an 
interim report,'' spoksok, 15 Novem- 
ber 1954) he replied, ''I would much 
ralher not discuss the entire subject 
of rating?/' 

Instead, he dismissed them with the 
observation that audience measure- 
ments too often lead people to over- 
look the most important factor of all 
— intensity of viewing. What counts 
is how attentively the viewer watches 
and how he feels about the show, he 
says. 

From this point of view the all-im- 
portant question is whether "the loy- 
alty and affection which a star gen- 
erates flows over to the commercials." 
Spector's answer is, yes. This is why, 
he insists, proper integration of com- 
mercial into the show is so important. 

By integration, Spector does not 
mean that the star must necessarily de- 
liver the commercial, or actually take 
part in it, but that the transition be- 
tween the program and commercial 
he smooth and that the commercial 
itself be in keeping with the show's 
spirit and content. 

This might better he described, says 
Spector as "harmonizing" rather than 
as "integration.'" Commercial and 
show should "harmonize" with each 
other. 

His agency's research department 
has found. Speclor reports, that view- 
ers tend to like commercials more 
when they are so "harmonized" with 
the rest of the program. 

On the other hand, be insists, the 
non-"harmonized ' commercial w hich 
is abruptly dropped into a show hurts 
both itself and the program. 

"It should never be forgotten," Spec- 
tor warns, "that people turn their tv 
sets on to see a show, not a commer- 
cial." This is why it is necessary to 
lead them on to the sales pitch in a 
pleasant, easy manner. Spector's pref- 
erence is for a lead-in by the star. 

Bui yon have to be careful not to 
mislead the viewer. If you trick him 
into thinking he is going to see part of 
the show, and then catcli him with a 
commercial instead, you wind up with 
iesenlme.nl for your cleverness rather 
than approval, Spector slates. 

In neither I lie Sunday night spectac- 
ulars, which Hazel Bishop has co-spon- 



sored with Sunbeam Corp., nor The 
Martha Rave Show, has "harmony " 
reigned between the show and com- 
mercial, according to Spector. 

So far as he is concerned, his thesis 
is proved by the failure of the big 
shows to produce lipstick sales. Main- 
advertisers are unwilling to attribute 
tales results directly to specific ad ve- 
bicle>, hut Hazel Bishop has found a 
sensitive barometer in variety and oth- 
er self-service stores. These, says Spec- 
tor, re-order about every 10 days or 
so. and directly reflect customer in- 
terest in the product. 77ns Is Your 
Life, he reports, produces immediate 
sales action that is immediately mea- 
surable through the size of re-orders. 
Sales in markets covered by This Is 
Your Life, he adds, are invariably 
greater than in other markets. 

(Hazel Bishop, it should be pointed 
out, does not employ the common deal- 
ership structure. For companies that 
do- -Sunbeam. Ford. Oldsmobile are 
examples — the merchandising aspects 
of the big shows are of tremendous 
importance. The lipstick firm has only 
nine salesmen, needs no merchandis- 
ing gimmicks to stimulate a sales force. 
According to Spector, Hazel Bishop 
introduced modern mass distribution 
techniques into the lipstick business.) 



Simplicity and showmanship; 

Spector's opposition to big shows stems 
not only from an irritation over high 
costs, but from the belief that they are 
too big-cityish, too sophisticated to 
satisfy the mass taste. Some might call 
him "corny," but Spector is a strong 




"She told mc I was the dream that 
KRIZ Phoenix had the sandman 
send her." 
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advocate of t lie sentimental and heav- 
ily emotional in programs. This Is 
Your Life is a perfect ease in point. 

Simplicity and showmanship go to- 
gether in Spector's eyes. ^ on don't 
need spectacle to interest an audience. 
Hazel Bishop s two new fall shows are 
cited as examples of this point. Place 
the Face, which has heen around he- 
fore, will obviously be built on the per- 
sonalities and talents involved. Appar- 
ently the show is being revised, hut 
no details are available at this lime. 
The fact that the program is a Ralph 
Edwards property, however, indicates 
that it will not be endangered by too 
much sophistication. 

The Dunninger Show is described 
by Spector as "our kind of show." He 
is convinced that this fall tv show will 
be one of the major events of the sea- 
son. Present plans call for Dunninger 
to read thoughts of famous personali- 
ties and to expose famous illusions of 
stage magicians. A number of sensa- 
tional stunts are planned — which seem 
sure to cause nationwide excitement if 
they work — like the mass telepathic 
communication Dunninger hopes to 
carry on with the audience throughout 
the country. 

It is interesting that Spector says he 
bought the show after talking with 
Dunninger and convincing himself that 
the man was legitimate. He refused to 
look at a kinescope, preferring to be 
guided by personal talks with Dun- 
ninger. Dunninger apparently con- 
vinced Spector by a personal mind 
reading demonstration. 

Look for some bold time-slotting 
with respect to the two new tv shows. 
While fall periods are not yet set, 
Spector doesn't expect to have any 
trouble finding a slot (despite the 
crowded nighttime network tv lineup) 
because he says he is willing to take 
time periods other sponsors don t want. 
Spector has had great success in plac- 
ing programs opposite rating power- 
bouses. He cites the slotting of Drew 
Pearson opposite Jack Denny hack in 
the heyday of Penny's radio show. 
The reasoning was that since most of 
the people who liked comedy were lis- 



$60.00 INVESTMENT 
SOLD $1,500.00 in floor covering 

via ALL-NEGRO 

WSOK 

NASHVILLE, TENNESSEE 



toning to Bonn), an entirely different 
type of program would find different 
listeners. Pearson's success is history, 
said Spector. 

A similar radio success was scored, 
he said, when Alexander's Mediation 
Board was slotted directly against Ed- 
gar Bergen and Charlie McCarthy. 
And on tv, Spector spotted This Is 
) our Life against the Pabsl fights on 
CBS T"\ Wednesdays. Nobodv want- 
ed to buck the fights, he recalls, but it 
seemed obvious that women weren't 
enthusiastic about them and would re- 
spond if a show slanted their way 
came by. The record shows they have 
responded. 

Note that the talent cost of each new 
show is estimated as being under 825,- 
000. a far cry from the huge program- 
ing sums laid out for the spectaculars. 

Spector says: ''I am opposed to net- 
work control of shows. No individual 
can be judge, jury and complainant at 
the same time. It is inconsistent with 
every element of common sense. The 
same is true of networks and pro- 
grams. When a network has a Hop, it 
cannot have the objectivity to toss it 
out; too much of itself is invested in 
the projeet. The networks thus have 
become entrapped in their own crea- 



tions, and destrcn what tbe\ seek to 
achieve." 

C<i|i»/: Hazel Bishop copy illustrates 
the Spec tor approach. Like the pro- 
grams, the commercials- arc simple and 
pretty ba-ic. Fir-t major cop) theme 
was that Ha/.el Bishop lips-tick would 
not smear off or lea\e telltale traces 
on the Inn friend's shirt collar. 

Later, the "long lasting'' notion im- 
plicit in this non-smear theme was- em- 
phasized. 'Ibis is still the main idea, 
with the "creamy, won't dr\'" thought 
added. 

Spector makes it sound easy : " I here 
is no guess work. Our copy simply 
lells women what our research reveals 
they want to hear.*' A large part of 
the company's success, he explain:-, 
arises from application of resean h in- 
formation in the product field. A nota- 
ble example is the new "Compact Make 
Up," which was developed after agen- 
cy researchers found out women want- 
ed two formulas, one for dry, one for 
oily skin. The company expects it to 
be its biggest seller. 

Commercials are always li\e. Rea- 
son: "They must convince, and dem- 
onstrations are most convincing when 
thev are live." * * * 
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lim Twice 0$ BfS 
0$ Milwaukee 



Sell it at half the price! 



The 50 county wKOW COUNTRY market with Madison as 
itseapitol eity, has retail sales of S2.6 BILLION 1 annually — 
62% of the state's total, over (nice as high as Milwaukee. 
You can sell it all at bargain rates on WKOW, Wisconsin's 
most_powcTfu} radio station, at ludf the cost of Milwaukee. 

Ask your I leadley-Reed Co. 
man for proof of performance 
and the wKOW COUNTRY 
Saturation Bate Plan. 
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KOME 

THE MUSIC STATION FOR 
THE MAGIC EMPIRE 

5000 WATTS 

TULSA, OKLAHOMA 



OTHER SIDE OF THE STORY 

[Continued from page 33 I 

the firm having sponsored two-hour 
Shakespearean productions as well as 
Cian-Carlo Menottis opera. "Amah! 
and the Night Visitors." 

In explaining the Hall Bros, ad ap- 
proach. Roger Pryor, vice president in 
charge of radio and tv for Foote, Cone 
^ Heidi ng, New* York, told sponsor: 

"As the leader in the greeting card 
industry. Hallmark cannot he identified 
with ju>t an) kind of show. The show 
must express the leadership and author- 
ity of the sponsor and it must fit the 
nature of the product. And that's what 
the Maurice Evans shows will do." 

Regarding the late afternoon slot. 
Pryor said: "While the show will not 
be slotted in what is generally consid- 
ered prime time, it has nevertheless 
been chosen as a time calculated to pro- 
vide us with the broadest possible audi- 
ence composition/' 

The spectaculars are seldom consid- 
ered the end-all of tv advertising. The 
consensus of top media men is that the 
"big >plash" show is supplemental to 
the basic form of advertising, namely, 
frequency (See "10 Media Directors: 
How they view radio and television to- 
day," sponsor, 21 March 1955). But 
for such purposes as seasonal adver- 
tising, special promotions, special holi- 
day sales pushes they are regarded as 
extremely effective, for those who can 
afford them. And with NBC now offer- 
ing single 90-second "color spread an- 
nouncements in its spectaculars, the 
number of advertisers who can afford 
them has been greatly increased. 

Js it possible to get frequency plus 
a big show for the t\ advertiser whose 
budget won t go very far? The oppor- 
tunities are limited, but they are there 
and there will be more of them. Two 
current examples are the Jackie Clea- 
son Show on CBS and Caesar's Hour 
on NBC. Both are hour shows with 
participations for three sponsors. 

One of them is Speidel Corp., mak- 
ers of expansion watchbands, who par- 
ticipate in the Caesar show via SSCB. 
Philip 11. Cohen, vice president and tv- 
radio director for the agency, described 
Speidel's reasons for busing the show: 
"Speidel is afler circulation. \ big 
audience brings our cost-per-I.OOQ 
down and so we bought a big show. 
Speidel couldn't afford a full hour 
show, of course, not e\en on alternate 
weeks, so we did the next best thing. 
The prestige we get from sponsoring 
Caesar is important, too.'' * * * 



SPONSOR ASKS 

(Continued from page 61) 

reau of Circulations. 1 believe the kind 
of auditing that would be necessary — 
under tri-partite control similar to that 
of the ABC — in order for a station's 
or network's guarantee of circulation 
to be meaningful, would add too much 
to the cost of television to be practical 
at this time. But 1 think the concept 
of guaranteed circulation is something 
we should strhe for in the future. 

The magazine concept of program- 
ing might have to be universally ac- 
cepted before the station or network 
could guarantee circulation. In my 
judgment, if that should come to pass, 
many r of the advantages inherent in the 
television medium would be dissipated. 
For example, we think there is a big 
plus to us and our client, American 
Motors Corp., in Disneyland. We are 
selling today's buyers at a lower cost 
per thousand than other automotive tv 
shows, and at the same time cultivating 
tomorrow's buyers at no extra cost . . . 
an opportunity not available in the 
magazine concept of programing where 
you bu\ an insertion in whatever pro- 
gram the network or station selects. 



SELL The 
Tremendous 

NEGRO 

Market Of 

DURHAM * RALEIGH 

And 

Eastern North Carolina 
(America's Most Fabulous 
Negro Market) 
With 

WSRC 

Durham, N. C. 
1410 Kc. ★ 1000 Watts 

"Only station in Eastern North 
Carolina Programming exclusively 
to this great Negro Market." 

0.5 MV/M 1 38,750 Negroes 

O.l MV/M IS 7,3 50 Negroes 

* 1950 Census 

For the complete WSRC Story call 
RAMBEAU 
Southeastern Dora-Clayton 
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NEED AGREEMENT ON BASIS 

By Frank Minohan 
mid Media Director 
Sullivan. Stauffer, Colwrll 
& Ilayles, Aeir York 

As we understand 
it, guaranteed 
circulation would 
mean that for a 
given cost, a tele- 
vision station or 
network delivers 
a given number of 
people or homes 
In an advertiser. 
The difficulty at the outset seems to 
he that this is a general definition. The 
practicality of the suggestion would 
have to depend on what would be the 
basis for defining circulation and who 
would do the measuring. 
Should circulation mean: 

1. Number of homes within the 
radius of the station or network; or 

2. Number of such homes that 
viewed the station or network with 
some degree of regularity; or 

3. Number of homes a specific ad- 
vertiser could reach with a particular 
progrr.ni or time period? 






W «T SIDE 

\LL 'ROUND 

NEW YORK 



SHELTON 




"Call your local 
travel agent for 
reservations, or 
write hotel direct". 

• 

Teletype NY 1-3601 
* * * 

Comfortable Rooms 
Sensible Rates 
TV Available 
Air Conditioning 
Central Locations 
Fine Food 
Friendly Hospitality 
Conventions 

"AAA' 

Oarage ****** 
(At the Shelton 
Enjoy the Free 
Pool and 
Monte Proser's 
"La Vie") 



KING IDWARD 



BE SURE TO 

ROYAL CREST 




Because none of these factors arc 
fully agreed upon at present by all 
parties concerned, it is hard to visual- 
ize how. under the present set-up, the) 
could he used as a ba-Ms for circulation 



guarantee. 



From the buyers' point of view, a 
guarantee in any sen ice is very doir- 
able. In tele\ ision. it might possibly 
take some of the enjoyment out of 
tiinebuyers' work because good buyers 
are intrigued by the fact that they are 
in competition with other buyers to 
get the most for their money. They 
find a real enjo\ nieiil in putting to- 
gether a combination of buys pur- 
chased at low cost, near programs 
which will help sell a product. 

We are very much in favor of having 
this subject aired and discussed with 
an eye towards seeing if we can sim- 
plify or increase our opportunities for 
getting more for each advertising dol- 
lar spent. * * * 



STOP AT 

HOTELS 



40 E. 49TH 

{Continued from page ]~ \ 

lication and your annual special fea- 
tures for our monthly "Newsletter,'' 
Kach month this "Newsletter" goes out 
to four or five hundred clients and 
prospects, without cost to them. When- 
ever we use a reprint from your pub- 
lication we will credit the source. 

John W. Wallace 

Galloway- Wal lace A dverl isin g 

Oklahoma City 

• Permission l<> quote from SPONSOR ria* 
en grunted in Gull«way-Wall;i('c"s stimulating 

tt<'W*K-tt«T. 



FARM BROADCASTING 

f have a letter from Corporal Ted 
Ilulchkroft. with the 513th Militarv 
Intelligence Group in Germany who 
hopes to get into farm broadcasting 
when he finishes li is Aran* service. 
He attended Iowa State College and 
held farm radio jobs during summer 
vacations. 

Ted asks particularly if be can get 
back copies of SPOXSOR with features 
on farm broadcasting. Would it be 
possible for you to send some of them 
to him? 

Frank Atwood 



resi(, 



lent 



I' 

A'o/7 Assoc. of Tv & Radio 
Farm Directors 



• SPONSOR it pleased to ftrn<] the Corporal our 
1951 Farm N«ue. 1 \oveniIier, *»Iiirh dKra**eti 
the farm market, trends in farm Ii-tenine and 

* tewing, farm rndio and tv result!.. 




the 

KMBC-KFRM 

Radio TEAM 

You're making a blue riblwn radio buy 
in a blue chip market when you use the 
Midwest's leading rndio combination 
KMBC-KFRM. KMDC delivers metro 
politan Kansas City (ranked 15th na 
tionally in retail sales) plus 79 counties 
in eastern Kansas and western Missouri 
KFHM, a bonus to KMHC serves Kan 
sas, sixth richest agricultural state. To 
get to this big, responsive Heart of America 
at the lowest cost i»r advertising impres- 
sion, the first thing to do is to see your 
Free & Peters Colonel. He'll give you 
first-rate availabilities on the Team's first 
rated radio schedule. 

KMBC orf Kansas City 

KFRM fa* the State of Kansos 
Primary Basic CBS Radio 




Free s, Peters, Inc 
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HERE THEY ARE! 

3 TOP MttP 
transcribed 
RADIO SHOWS 




Foley and his Ozark 
Jubilee network 
Stars with 
audience building 
appeal 



SURE CURE FOR 




Mirthful, musical 
variety plus the 
songs of the old 
'Pea-picker" 
himself 



Tennessee Ernte Show 



LOST LISTENERS 




There's only one 
"Smiley" and he's 
at his best in 
this show 



Smiley Bur fleHeSnetf 



• Time tested stars appealing for- 
mats designed to capture and hold the 
greatest number of listeners . . . network 
quality production ... at low budget cost 
. . . everything a sponsor wants ... at a 
price he can afford' 

FOR COMPLKTK INFORMATION 
. . about these 3 audience-getting shows, 
FREE AUDITION DISCS and costs, con- 
tact: 

John B. Mlhaffey • E. E. Simin, Jr. 

RADIOZARK 

ENTERPRISES, INC. 
SPRINGFIELD, MISSOURI • PHONE 2 4422 



NEW YORK 

Pl<» 1-3346 



CHICAGO 
Suit 37494 



Minneapolis 

Lincoln S689 






DALLAS LOS ANGELES SAN FRANCISCO 

Proptcl 3733 Dunkirk 7-4388 Sutler 5568 



Frvdvriv It. dam hi v. president of the 4A's, 
presided over the organization s 37th annual meeting 
at Bora Raton, Florida, 21-23 April. Business ses- 
sions and talks were interspersed with golf, tennis, 
deep-sea fishing, swimming and other recreations 
offered in the area. The roster of distinguished 
admen-speakers was long, included such men as 
Arno Johnson, v. p., J. Halter Thompson; Fred B. 
Uanchee, exec. v. p., BBDO; Henry G. Little, presi- 
dent, Campbell-Euald; Lyndon 0. Brown, v.p., 
Dancer-Fitzgerald-Sample; Henry M. Schachte, 
senior v.p., Bryan Houston, Aew York. 



(ivnrtfv It. Stttrrr, president of the Storer 
Broadcasting Co., predicts the death of uhf tv 
service in the I'.S. ivithin a year unless it can win 
more advertiser acceptance. He is urging the adop- 
tion of "de-intermixture" — that is, having all sta- 
tions in any one market cither all vhf or all uhf — 
on a market-by-markct basis. As a start, he recently 
proposed re-allocating video channels in the Miami- 
Fort Lauderdale area to make all commercial sta- 
tions there uhf {this would mean a switch to uhf 
by vhf station WTVJ ; also a halt on tivo contested 
vhf channels, with one uhf assigned instead). 



Arthur Hull Hayes, new president of CBS 
Radio, succeeded Adrian Murphy in that post on the 
latter' s recent retirement. Hayes teas previously 
vice president in charge of the netivorlcs San Fran- 
cisco office, a position he has held since February 
19V). He has been with CBS 21 years, joined the 
network in January 193 V its an executive for Radio 
Sales, hi 1910, he became general manager of 
H'CBS, Acw< York, then, nine years later, got the 
San Francisco appointment. Murphy had been CBS 
president since March 1952, joined CBS January 1936. 



II r. /l//«»u It. Ilii >l»>nl, who heads up Du Mont 
Television Artwork as well as Allen B. Du Mont 
Labs, will see the network operation undergo a basic 
change soon, spurred by Du Mont's recently-unveiled 
"rlrctronirarn" camera system; the camera com- 
bines simultaneous live tv and film recording. 
With this system, DT.X will turn from a cable- 
connected set-up to an essentially "film network" 
feeding film shows to 200 affiliates, or as many as 
time rlraranrc will permit. Only news, special 
events, si>orts will he live. Du. Mont will lease 
system to agencies, producers, stations, other nets. 
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with 



WAVE 



you don't buy the hog— 



YOU BUY THE BACON! 



VAVE and only WAVE gives you the real meat of Kentucky 
:/ the right price, without waste. 

tfGGEST MARKET 

rhe rich Louisville Trading Area accounts for 42.5% of Kentucky's 
otal Effective Buying Income! The borders of this area 
oincide almost exactly with those of WAVE'S 50% BMB daytime area 

rOP SELLING 

listeners are sold on WAVE programming . . . and no wonder. 
WAVE is the only NBC station in or near Louisville. As for local 
jrogramming, WAVE has 62 good people on radio only, 44 of them 
Exclusively for on-the-air radio activities. 

)on't go whole hog. Bring home the bacon . . . with WAVE. 
^BC Spot Sales has the figures. 



WAVE 
LOUISVILLE 




5000 WATTS 
NBC AFFILIATE 



SPOT SALES 

National Representatives 





147,950 

TV HOMES 

(Television Magazine) 





imam 




Discover this 
Rich Market 

Covered Exclusively 

by KHOL-TV 



NEBRASKA 




• 30% of Nebraska's 
tntire Farm Market 

• 128,000 Families 

• With a '/z-billion 
dollars to spend 

High per capita income based on 
irrigated farming, ranching, light 
industry and waterpowcr. 

For information, contact Al Mc- 
Phillainy, Sales Manager, or your 
nearest MEEKER representative. 

KHOL-TV 

Holdrege & Kearney, Nebr. 
CBS • ABC • NBC • DUMONT 
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iXotv it costs less 

to sell 
MINNEAPOLIS 
ST. PAUL 

Maximum power at minimum 
cost — choice availabilities. 



316,000 
watts on 
Channel 9 




FOSHAY TOWER 

Mlnntapplit , 
Represented Nationally by H-R TELEVISION, INC. 



IN EVANSVILLE INDIANA 

WISE 
BUYERS 
CHOOSE 




Complete Coverage WEHT covers ALL 
of the rich Indiana, Illinois, Kentucky 
Tri-Statc. 

Unduplicated CBS-TV Coverage 

Fringe area VHF reception of other sta- 
tions docs NOT include CBS network. 

Realistic Rates WEHT's realistic cost 
per thousand, has budget-minded accounts 
parlaying smart buys into sales every day. 

Represented by 
MEEKER TV, INC. — ADAM YOUNG 
ST. LOUIS 



CHANNEL 50 
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"Broad as all outdoors" is the only phrase that adequately de- 
scribes the complete coverage of radio, especially KVOO radio! 
And this is especially true in the wonderful outdoor months of 
the year which stretch from March through October in our part 
of the great Southwest! During these months people are more 
than ever on the move! They're doing things — going places! 
They're not tied down to a room. They're working in gardens, 
boating on lakes, fishing the streams, driving the highways, 
enjoying barbecue on the patio . . . and a thousand and one 
other delightful summertime outdoor activities. And guess 
what's always with them . . . what's "Broad as All Outdoors!" 1 
Of course, it's radio . . . KVOO Radio! 

That's why, when you plan keeping summertime sales not only 
high, but getting them higher, you plan KVOO radio! 

Summertime is radiotime, is sellingtiiue, is more than ever 
KVOOtinie! Follow the crowd outdoors . . . follow them with 
KVOO radio, the best in entertainment that they can take with 
them wherever they go! 



Only KVOO with its 50,000 watts power, 
clear channel 1170 kc spot, more than 30 years 
of outstanding service to the Southwest, and un- 
questioned leadership by every proved measure- 
ment, can deliver the summer outdoor "on the 
move" audience that you need to sell your 
product most effectively and at lowest per lis- 
tener cost in this market! 

Ask your nearest Petry man to give you the 
facts on your own particular case. Your client 
will be glad you did! 





ADIO STATION KVOO 



50.000 WATTS 
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a rich nut to crack... 

and the one tool 

that does it BEST ! 

You can crack a nut with a hammer. Or 
an ax or vise. But you don't. You use a 
nut cracker — the logical tool. 

That's how it is with the Central South 
— a rich S2.713.371.000 market — more 
powerful in consumer spending power 
than the cities of Baltimore, Buffalo, 
Minneapolis, Cincinnati, or Houston. 

At first glance the Central South is an 
apparently tough market for the time 
buyer to reach and sell. It's a little known 
market composed largely of small towns. 

If you attempt to cover it with a combi- 
nation of another Nashville radio station 
plus small town stations or with a com- 
bination of a Nashville newspaper and 
small town papers, the cost is three to 
fifteen times as high as WSM rates. And 
TV viewers in this market represent less 
than half the buying power of the Central 
South. 

There is only one tool that opens this 
rich market at a cost within the bounds 
of the sensible advertising budget. It is 
radio station WSM. 



May ice prove this to you? We would like to put into your 
hands a new brochure about the Central South entitled "The 

Mystery Market." It shows the relative costs of advertising 
in this market for all major media. We believe it contains 

facts and figures not found in the files of even the most 
experienced time buyers. May ice send you a copy? 



WSM 

RADIO 

BOB COOPER, Saloi Manngor 




NASHVILLE • CLEAR CHANNEL • 50,000 WATTS 
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Tv animation 
with mirrors 



Chicago likes 
combined pitch 



EMP discounts 
are raised 



Test pinpoints 
tv's effects 



No figures 
on spot radio 



Saturation radio 
is 50% of homes 



IlKPOHT TO SI»0\SOItS for 2 May I «).».» 

(Continued from pufli* 2) 

Animation in a hurry at reduced cost is what new technique promises 
advertisers. System uses mirrors to project figures or abstractions 
on screen from which they are photographed by live or film camera. 
Frame-by-frame process normally needed for animation films is elimi- 
nated. Technique, developed by Mobilux Lumia Co. of Chicago and New 
York (new office), got first network display in recent NBC TV "Hit 
Parade" broadcast. Several advertisers are reported using system for 
commercials, including Wiedemann's beer, Ohio. 

-SR- 

Combined presentation by all 4 radio networks to Chicago agencies last 
month drew kudos from most admen attending. Said Geoffrey Wade's 
Paul McClure, typically: "To a former radio network sales manager, it 
was refreshing to welcome representatives of the 4 network sales de- 
partments officially united in a common cause." Tatham-Laird ' s 
George A. Bolas termed presentation "constructive" but said radio 
presentations of today are "too general," emphasising potential audi- 
ence rather than making specific proposals. Combined presentation was 
"booked" by RAB which may arrange future showings in other cities. 

-SR- 

Efforts to get more sponsors for small tv stations via its Extended 
Market Plan is being made by CBS TV. Newest effort involves increas- 
ing top discount to 15% maximum from 10%. Since introduction in Jan- 
uary, 3 0 clients have signed for EMP; 21 stations are EMP affiliates 
with more expected to be added. EMP stations are, in effect, separate 
network with own discount schedule. 

-SR- 

Dramatic evidence of television's effect on consumers is being pro- 
vided by Burnham & Morrill test campaign in Green Bay, Wis., area. 
Sales for B&M oven-baked bean and brown bread products have jumped 
75% after 11 weeks of television compared with same period last year. 
Sales for most recent period reported, first half April, are u p 570% . 
Test is unusual because B&M can isolate effect of tv. B&M used no 
advertising in area last year, now uses only tv. Agency is BBDO, 
Boston. (For latest report on test, which is reported in SPONSOR 
each issue, see page 44.) 

-SR- 

Attempt to provide report on spot radio activity, based on survey of 
stations, has not pa nned out . Spot Radio Report's Jim Boerst, who 
launched project with N. C. "Duke" Rorabaugh, says that of 225 sta- 
tions contacted only 73 indicated willingness to cooperate. Thus 
spot radio remains only major medium without complete data available 
as to who its clients are, fact which is considered sales handicap by 
many. Boerst continues publication of Spot Radio Report, which lists 
activity based on facts supplied by cooperating agencies. Many major 
shops, however, do not cooperate. Rorabaugh, who publishes report 
on spot tv, is able to furnish virtually complete service based on 
reports from tv stations. 

-SR- 

How many announcements weekly constitute "saturation radio?" Opinion 
varies but SPONSOR survey found campaign which reaches 50% of radio 
homes in one week is most often pegged as saturation. It takes about 
100 announcements weekly in major markets to do real saturation job, 
buyers say. (For article on saturation radio see page 40.) 
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What the spectaculars did 

When the history hooks are written 
on television's* first decade, Pal Weav- 
er's spectacular- will go down as im- 
portant turning points. It will lie 
agreed that they rekindled excitement 
at a time when television was heading 
toward a programing plateau; that 
they provided the spark of interest 
which was needed to begin the spiral 
of color >et sales. 

Advertisers who sponsored the spec- 
ial ulars have directly experienced this 
rebirth of excitement among their sales 
staffs and the dealer channels with 
whom thev do business The spectacu- 
lar sponsor in 19.~>.~> gets the same 
recognition for hi> sponsorship, be- 
cause of the -how magic he becomes 
identified with, as the pioneer sponsors 
of PJIO and 1917. 

Hut it s an important axiom of ad- 
vertising that what work- sensationally 
for one group of advertisers ma\ not 
be suitable for other-. Kawnoinl Spec- 
tor, who heads one of television - own 
post-war babies, the Hazel Bishop Coin- 
pain, ha- been a spectacular sponsor 



and expres-es his disappointment 
I rankly I see page 31 this issue). 

What Spector's disappointment 
should teach other advertisers boils 
down to this: The television networks 
are making available an array of vehi- 
cles, ranging from spectaculars to con- 
ventional fare. It is up to the individ- 
ual client to choose carefullv which 
form of television is for him and it is 
not the medium that is at fault if his 
choice proves disappointing. 

Ravmond Speelor, whose product is 
sold with only a skeleton sales force 
(because television has substituted for 
company salesmen), could not benefit 
fully from the tremendous merchandis- 
ing values of the spectaculars. The co- 
sponsor of the Sunday spectaculars. 
Sunbeam, base- much of its strategy 
on channeling enthusiasm down the 
line to its dealers. Hazel Bishop could 
not trace sales to the spectaculars. Sun- 
beam could. One client had the right 
vehicle, the other didn't. 

\exl season, while Sunbeam returns 
to the spectaculars — it has bought 
participations in NBC TV's new color 
spread — Speclor will concentrate on 
intimate shows. He feels the real power 
of television lies in programing closely 
identified w ith an indiv idual client and 
possessed of an emotional shimmer 
which can be passed on to the client's 
product. W e agree that this is the real 
power of television for Hazel Bishop 
and perhaps for other products with 
similar sales patterns. 

W hat is important is that advertis- 
ers continue to have a range of choice, 
embracing even thing from a spectacu- 
lar Peter Pan to a This Is Your Life. 
Individualists like Raymond Spector 
would like to see the networks give up 
their present role as controller- of pro- 



graming entirely. This is hardlv in the 
cards. Happily, however, the networks 
have, by and large, shown that they 
will continue to provide the adverti-er 
and the public with a v aried program- 
ing assortment. 

* * * 
Tv's pioneer stations 

Television has mov ed into giant stat- 
ure so fast it's easy to forget that the 
first stations went on the air only a 
few years ago, completely unsure of 
what was to come, sponsor feels that 
television's pioneers, the enterprising 
broadcasters who took the risks 1 efore 
there were shows, before there were 
coaxial cable- and frequently before 
there were sets, deserve to have their 
present success set against the perspec- 
tive of their early struggles. This vear 
sponsor will again honor the I OB pre- 
freeze television stations with a dinner 
to be given on Sunday. 22 May in 
W ashington. I). C. 

The dinner is to be held on the eve 
of what looks like one of the mo-t im- 
portant conventions in NAUTB historv. 
Broadcasters will come to the nation's 
capital at a time when the whole struc- 
ture of the industry is under FCC and 
Congressional scrutiny. It's to be 
hoped that in the course of the investi- 
gations, the fact that television is still 
very young and hence 'till unsettled 
will not be overlooked. 

Speakers at sponsor's dinner honor- 
ing the television pioneers will include 
an advertising executive who is himself 
a pioneer sponsor, Ccorge A brains, ad- 
vertising director of Block Drug. For 
further details on the Television Pio- 
neers Dinner, see sponsor's next issue 
which will include a section devoted to 
pre-XARTB Convention coverage. 



Applause 



Jingles in the public service 
The WVstinghou-e Broadcasting Co., 
which ha- had many opportunities to 
observe the influence jingle commer- 
cials have exerted for -ponsor- on its 
five radio stations, has created a public 
service campaign using jingle-. Its 
purpose is to educate the public about 
the mental health problem and it u-es 
lyrics by such talent a* Bill Haves. 
Sally Swertland. Kdd\ \rnold ami 
Beltv Johu-ou pin- -pokeu copv . 



The jingles, which are available to 
all I . S. radio stations, were described 
this way recently by Dr. Benjamin 
Spock, professor of child development 
at the I niversitv of Pittsburgh School 
of Medicine: '"The Sing-Along for 
Mental Health song a"0 a job well 
done. I he mu-ie is calchv . the words 
nre fiieudlv and helpful, the messages 
are -ound. ... 1 never would have 
thought it possible to put such worth- 
while words as 'need for re>eurch' and 



'more trained personnel" into songs 
and have them sound so pleasant and 
persuasiv e.' J 

Chris W itting. W'BC president: Dick 
Pack. W'BC national program manager 
who supervised the jingle project; lyri- 
cist 1 ly Zaret and composer Lou Singer, 
and the talent who appear deserve ap- 
plause for once again demonstrating 
radio's persuasive powers in a public 
service cause. 
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No question about it . . . the Quiz Club can increase your 
sales because this exciting and popular television show is in 
a perfect time slot -featuring two great personalities . . . Brent 
Gunts and Jay Grayson. Both have long and excellent rec- 
ords in TV experience. They greet studio guests with samples 
of advertised products. Actually the Quiz Club offers ^ 
a night-time audience at day-time rates. 






WBAL-TV 



NIC AFFILIATE * CHANNEL II, BALTIMORE 
Nationally Represented by Edward Peltry It C«3. 
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WKY-TV's 



SQUARE DANCE 

Festival 



... a 30-minute network telecast in full 
compatible color from the studios of WKY-TV, 
carried coast-to-coast by NBC-TV! 

With the colorcast of the "Square Dance Festival" 
on April 23, 1955, WKY-TV staff members once 
again demonstrated the know-how that has made 
WKY-TV the leader in Oklahoma Television! 

From coast-to-coast, viewers watched the best 
exhibition groups of the National Square Dance 
Convention in the first full-length color program 
to be fed an entire network by an independent TV 
station! 

WKY-TV employed only its own staff and 
facilities to produce a network calibre show, the 
same production know-how which is responsible 
for Oklahoma's most popular programming on a 
day-to-day basis. 

So, whether your plans call for color or black- 
and-white TV . . . let the leadership of WKY-TV 
in Oklahoma TV . . . born of experience and 
cumulative know-how . . . work for you as it has 
for others in reaching the largest Oklahoma audi- 
ence for your TV dollar.* 



A*g Mct'fty ol'tan Are© Report of March, 1955, r©feH(Js 
har 2 3 of TOP 25 TV shows arc on WKY-TV. 



THE NATION'S FIRST COLOR TELEVISION STATIO 



